Buick Sought Real 
M.D.s for Tv, but 
Now Won'tUse‘em 


New York, Nov. 20—The latest 
advertiser to offer doctors jobs 
in tv commercials is Buick. 

News of Buick’s efforts to line 
up doctors for a ty commercial 
assignment was revealed by New 
York Medicine. In October this 
official publication of the New 
York County Medical Society re- 
ported that three young doctors 
had been approached with job 
offers as tv pitchmen for medi- 
cines (AA, Oct. 13). 

This is how the Buick offer was 
described by the medical journal: 

“Numerous doctors in the New 
York area have been approached 
with the following golden apple: 
$750 cash on the barrel-head to do 
the spot and the opportunity to 
buy a new Buick at factory prices 
and with excellent trade-in values 
for their old car. The top value 
may run to something over $2,000 
for the effort. 


= “The proposed sales pitch opens 
with a script that calls for the 
doctor getting out of bed in his 
pajamas in the middle of the night 
for a house call. And he is very, 
very glad he happens to own a 
Buick since he knows it is so 
dependable, etc., etc. 

“Originally the physicians have 
been asked to use their real name, 
but in the latest version they are 
told they can be Dr. White, Black, 
Green or Brown or anything. The 
main point, from the ad agency’s 
point of view, is that the man in 
the picture be a real, live doctor. 


The agency can thus comply with | 


the rulings of the networks and 
the Federal Communications Com- 
mission,” the editorial stated. 
This last sentence is a reference 
to the ban on actors playing the 
part of medicine men in com- 
mercials after Jan. 1. This change 
was made not by the FCC or the 


(Continued on Page 87) 


Wexion Gets N. Y. 
Dodge Retailers 
$1,000,000 Account 


Small Shop Gets Account 
Expected to Name Grant; 
Reason: ‘Best Program’ 


New YorKk, Nov. 19—An ex- 
plosion took place under the hood 
of the Dodge advertising account 
today, when the recently formed 
Dodge New York Retail Selling 
Assn. announced the award of its 
$1,000,000 account to the Wexton 
Co. 

The regional association was 
-formed about two months ago 
with the help of Grant Advertis- 
ing, and it was widely believed 
that Grant’s local office would 
garner the account. 13 of Dodge’s 
18 selling areas have regional ac- 


(Continued on Page 87) 
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I work after work for couples who don't want toff work after work 


BEFORE & AFTER—Heublein Inc. becomes the first major advertiser to 

show women in liquor ads with the page at right, set to run in the 

Dec. 1 Life. The unit is being substituted for the one at left, which 

only implies a feminine presence. Women won’t appear in Smirnoff 

vodka ads, or any Heublein newspaper ads, until spring. Lawrence 

C. Gumbinner Advertising Agency handles Heublein (for more news 
on women in liquor ads see story on Page 8). 


for Nielsen, 


Most of Profits in Past 
Year from Foods, Drugs 
Division: Prospectus 


WASHINGTON, Nov. 20—A. C. 
Nielsen Co., Chicago, announced | 
plans today to offer stock on the 
open market to raise working 
funds for improvement and ex- 
pansion of its operations in the 
U.S. and abroad. 

While the company told the Se- 
curities & Exchange Commission 
no decision has been reached on 
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Windsor Relinquishes 
Control of Book Father 
Started 56 Years Ago 


Cuicaco, Nov. 20—Popular Me- 
chanics got a new owner and a 
new publisher today, as Hearst 
Corp. announced the purchase of 
Popular Mechanics Co. and all of 
its assets. 

At the same time, Hearst said 


and advertising director of Good 
Housekeeping, a Hearst magazine, 


Carlock Named 
Board Chairman 
of B. D. Adams 


Left Calkins & Holden 
in September After Plan 
for Adams Merger Failed 


New York, Nov. 21—M. E. 
(Mike) Carlock, who resigned as 
vice-chairman of Calkins & Holden 
in October following collapse of 
merger talks between C&H and 
Burke Dowling Adams Inc., has 
joined the Adams shop as chairman 
of the board and director. 

Mr. Carlock told ADVERTISING 
AcE today he joined the Adams 
shop because of 
‘‘mutuality of 
interests’’ and 
“growth poten- 
tial” at the agen- 
cy, which in 1957 
billed about $10,- 
860,000, mostly in 
airline, transpor- 
tation and indus- 
trial accounts. 

Burke Dowling 
Adams and Cal- 
kins & Holden in 
September were reportedly holding 
final discussions aimed at achiev- 

(Continued on Page 87) 


M. E. Carlock 


Hearst Confirms ‘Popular Mechanics’ 
Buy; Chamberlaine Named Publisher 


CBS; Won't Buy 
Net's Barter Plan 


New York, Nov. 21—The first 
station to leave CBS Radio as a re- 
would become publisher of PM. | Sult of the network’s plans to 

Mr. Chamberlaine succeeds H./SWitch to a barter operation as of 
H. Windsor Jr., whose father |Jan. 1 is WJR, Detroit. 
founded the magazine 56 years| John F. Patt, president of WJR, 
ago. The Windsor family has been yesterday announced that the sta- 


that G. Harry Chamberlaine, vp) 


sole owner of the company. 

The sale confirmed an exclusive 
news item in ADVERTISING AGE 
two weeks ago that Hearst re- 
portedly was buying the maga- 
zine. Rumors that Popular Me- 
chanics was for sale have popped 
up intermittently during the last 
two or three years. 


® Included in the sale, besides 
Popular Mechanics, are Science 
Digest, Windsor Press and Popular 
Mechanics Press, book publishers, 
and the company’s printing plant 
at 200 E. Ontario St. No purchase 
price was divulged, but some 
sources indicated that Hearst paid 
between $3,000,000 and $4,000,000 
for the properties. 

Mr. Chamberlaine told AA that 
he hopes to keep the entire Popu- 


|tion’s board of directors had de- 
lcided to sever WJR’s 23-year 
association with CBS as of next 
spring. The 50,000-watt station, 
which has already started work 
augmenting its news, public affairs 
and sports schedule, will begin op- 
erating as an independent next 
spring. 

Contracts for CBS’ new setup, 
which will give stations about 20 
|hours weekly of programming in 
exchange for 30 hours weekly of 
the stations’ time, did not go out 
to affiliates until late this week. 
Most affiliates are believed to be 
waiting until these arrive to sub- 
mit the proposal to their directors. 

Many observers feel, however, 
that WJR, long a network-minded 
operation station, is the first of a 
number of major stations that will 


(Continued on Page 91) (Continued on Page 91) 


Last Minute News Flashes 
Woolite Account Returns to Hoyt Agency 


NortH HoOLLywoop, CAL., Nov. 21—Woolite Inc., maker of Woolite 
cold water soap and Lastic Life, has reappointed Charles W. Hoyt Co., 
New York, effective Dec. 1. The Hoyt agency previously had the ac- 
count from 1954 to 1958. It is returning to Hoyt from Honig-Cooper, 
Harrington & Miner, San Francisco, where it has been since last June. 
During the preceding six months it was with the Fletcher D. Richards 
agency. 


Revlon Takes Over Schick 


New York, Nov. 21—Revlon Inc. has purchased the 242,000 shares of 
Schick Inc. stock owned by Kenneth Gifford and members of the Schick 
family. Mr. Gifford has resigned as chairman, president and director, 


|and a successor will be announced shortly. Charles Revson, Charles 
Lachman, Harry Meresman and William D. Mewhort, all Revlon direc- 


tors, have been elected to the seven-man Schick board. Benton & 
Bowles handles the Schick account. It was formerly at Warwick & Leg- 
ler, a major Revlon agency. Recent Revlon acquisitions include Thayer 
Laboratories and Knomark Mfg. Co. 


Freewax Account Shifts to D'Arcy from L&N 

TALLAHASSEE, Nov. 21—Chemical Corp. of America has shifted its 
Freewax account to D’Arcy Advertising Co., New York. The account, 
placed at around $350,000, was previously resigned by Lennen & New- 
ell, the agency for more than a year. 


(Additional News Flashes on Page 91) 
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Ratings No Bonanza 


SEC Told 


the investment program, the pros- 
pectus indicated that the company 
will pay particular attention to 
improving its tv rating services. 

In the prospectus, Nielsen ac- 
knowledged that high costs of op- 
erating radio and tv rating serv- 
ices have cut sharply into the 
company’s earnings for many 
years. But it reported that the 
broadcast division has operated 
“at a modest profit’? during the 
past two fiscal years, and it indi- 
cated that it will push ahead with 
more tv rating services, including 
a new simultaneous rating. 


® While the public will have an 
opportunity to buy 126,780 shares 
of $1 par Nielsen common stock, 
at a price tentatively reported as 
a maximum of $30, the prospectus 
pointed out that A. C. Nielsen, his 
wife, children, their spouses and 
grandchildren will retain 65.4% of 
the voting power in the company. 

Since its founding in 1923, the 
company has been privately held, 
although there have been a num- 
ber of minority stockholders out- 
side the Nielsen family. In prepa- 
ration for the public offering the 
company was reincorporated in 
Delaware last week. 


= Of the 126,780 shares of com- 
mon stock which are to be offered 
to the public on the over-the- 
counter market, 64,500 are au- 
(Continued on Page 87) 


No Peace Pipe Here. . . 


White Owl Ads 
Hoot at Bayuk 
Cigar Price Copy 


Relaxed Cigar Industry 
Jarred by Tough-Talking 
White Owl Campaign 


New York, Nov. 20—Controver- 
sy has displaced contentment as an 
advertising theme for part of the 
cigar business. 

Traditional cigar copy shows a 
relaxed man, his face wreathed in 
smoke from a gentle Havana, at 
peace with the world. Or a man 
in evening dress, smoking a cigar 
while ladies cluster around him. 
These are the customary ways of 
showing that cigars mean content- 
ment, that they are socially ac- 
ceptable and that women don’t ob- 
ject to them. 

But this is 1958. Bayuk has been 
making phenomenal progress in 
the cigar business with a five-pack 
of Phillies panatelas or blunts, 
marked down from 10¢ straight to 
five for 39¢. 

Now a major cigar maker has 
opened a counter-attack. General 
Cigar Co., maker of White Owls, 
Robert Burns, Robert Burns cig- 
arillos, William Penn and Van 
Dyck, has unleashed a campaign 
which talks tough about “cut-price 

(Continued on Page 90) 
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‘Inane, Puerile, Empty’... 


Mogul Cuts Use of 


Predicts Pay TV Soon 
if Trend Continues; 
Reveals Esquire Pullout 


New York, Nov. 19—An ad 
agency executive, who says he 
has had a love affair with broad- 
casting for many years, yesterday 
warned that an increasing share 


of his clients’ budgets is going into | 


print. 
Emil Mogul, head of Mogul, 
Lewin, Williams & Saylor (as of 
the merger date of Jan. 1), handed 
out this piece of bad news to 
broadcasters during a speech in 
which he criticized the industry’s 
rate structures, mediocre 
gramming and “ratingitis.” He 
spoke before the time buying and 
selling seminar of the Radio & 
Television Executives Society. 
Mr. Mogul’s harshest 


“I must agree with many of my 


agency colleagues who have been, 


South Urged to 
Push Segregation 
With Ad, PR Drive 


Tampa, Fia., Nov. 19—A Florida 
legislator said last week he favors 
a huge advertising and public re- 
lations program by the South to 
“sell” segregation to the rest of 
the country. 

Rep. William Reedy suggested 
that each southern state put up 
$1,000,000 to hire “some high 
power public relations firms which 
believe in segregation and tell the 
North what our problems are.” 
Advertising would be used to 
“make the hard sell.” 

He indicated the ad-pr push 
could change public sentiment in 
a short time. “How many times 
have you seen an unknown movie 


pro-| 


words | 
were for network tv programming. | 


Radio-TV, Blames et. 


| 
privately criticizing network t 
| programming for its mediocrity,’’| 
the agency executive said. “What| 
makes it worse is that it’s the| 
second consecutive year of medi-| 
ocrity. Although some admen are 
shying away from public pro- 
nouncements of their disappoint- 
ment, I can’t see what is gained) 
by pretending a serious problem 
does not exist. I consider the 
/current crop of new shows, by and 
large, inane, puerile and alarming- 
'ly empty of real content or mean- 


(Continued on Page 62) 


Station Asks Its 
Listeners’ Views 
on Aired Liquor Ads 


| St. CHARLES, Mo., Nov. 19—Sta- 
tion KADY today began asking its 


movable booklet—the front and 


Fortune and Time and %-pages 
Town & Country. Guild, Bascom 


Pare = ee pa 
2 se 
: 


A 


- 


vy 


CHRISTMAS GOODIES—Harry & David, Medford, Ore., is promoting its 
fruits, confections and Fruit-of-the-Month Club with a spread in 
the December Holiday plus an eight-page, quarter-page-size, re- 


back covers of which are shown 


here. The Christmas promotion plans also include color pages in 


in Esquire, House & Garden and 
& Bonfigli, San Francisco, is the 


agency. 


listeners for comments on the vol- 
untary ban on liquor advertising 


‘Dinosaurs ... Have Much to Learn’... 


imposed by radio and tv stations. 
|The radio station is publicizing 
its search for listeners’ opinions 
through six spot announcements 
daily. “We realize there are argu- 
ments both for and against the 
ban,” said William R. Cady Jr., 
station president and general man- 
ager, “but what do the listeners 
say? That’s what we want to 
| know.” 

| Mr. Cady pointed out that “al- 
|though both the National Assn. of 
|Broadcasters and the Distilled 
|Spirits Institute have come out 
|strongly against liquor advertising 
on radio and television it is hard 
|to decide whether this stand is 
| based on fear of possible future 
federal or state action if the vol- 
untary ban is lifted, or whether it 
is based on knowledge of radio 
‘and television audience reaction 
jot yet made public. We agar Sigma, national ad fraternity, Mr. 
to find out how our listeners feel. Vos ‘ticked off “seven disturbing 

KADY decided to find out how o : 

|listeners felt about liquor adver- truths” that advertisers and agen- 
cies can learn from mail order ads: 


Agency Head Doubts 
Big-Picture Short-Copy 
Ads Sell for Anybody 


New York, Nov. 19—“Giant 
advertisers” can learn lessons and 
save money by watching mail 
order ads, Frank Vos, president of 
Vos & Co., said today. And big 
ad agencies—“the clumsy dino- 
saurs of Madison Ave.’’—have lots 
to learn, too. 

Speaking before the New York 
alumni chapter of Alpha Delta 


actress become a household word tising after it had received a query 
in six weeks because of a publicity|from an agency asking whether 
buildup?” he asked in making his/|the station would accept liquor ad- 


copy, 


e “Prospects like to read long 
provided there is a good 


proposal. # 


Transit Ad Field Sees Good Future 
Despite Demise of National Transitads 


Itself Product of Collier 
Bankruptcy, Transitads 
Retained Only 2 Big Cities 


New York, Nov. 19—The bank- 
ruptcy of National Transitads last 
week leaves transportation adver- 
tising in two large cities—Boston 
and Pittsburgh—up for grabs. 
Elsewhere the company, once the 
largest national transportation ad- 
vertising operator, already had 
yielded to other organizations. 

Transitads’ franchises had 
dropped from more than 100 cities 
in 1954 to about a dozen cities 
when it was adjudged bankrupt 
in U.S. district court here last 
week (AA, Nov. 17). 

The company was its own na- 
tional representative as well as an 
operator of franchises with local 
transit companies. Its demise 
leaves Mutual Transportation Ad- 
vertising Co., Chicago, the only 


national rep for transportation ad-| 


vertising. O’Ryan & Batchelder, 
Memphis, is considered to be the 
largest operator, with franchises 
in 68 cities. 


= The passing of Transitads is 
not a cause for major concern in 
the transportation advertising in- 
dustry, trade sources indicate. Esti- 


>See 


ivertising. + story to tell.” 

e “Every time a good ad is run 
in the same medium it becomes 
weaker, not stronger.” 


e “The worst time to advertise in 
magazines is between Easter and 
the Fourth of July.” 

mates are that about $25,000,000 
will be invested in transit ads this 
year. And Tom O’Ryan, of O’Ryan 
& Batchelder, told Apvertistinc AGE 
he would be “very disappointed” 
if his company did not reach $3,- 
500,000 in billings next year. He 
predicted a 15%-20% gain for the 
entire industry in 1959. 

“T’ve never seen a brighter fu- 
ture,” he said, adding that he has 
added some 20 people to his or- 
ganization in the past 18 months, | 
bringing his total staff to more} 
than 200. 

Reasons given for the growth| 
‘of the industry include two inno- 
|vations which have hypoed sales: | 
| Large posters used on bus exteriors | 
|and cheaper means of providing 
inquiry post cards attached to car 
ads. 


e “Editorial techniques and clev- 
erness can produce cute ads, but 


ae 
FREE *5 SAVINGS ACCOUNT 


'@ Mutual Transportation Adver- 
| tising Co., which represents transit| = 
| advertising in some 420 cities, is} 
controlled by a board of directors 
comprising owners of local fran- 
chises. Robert Carrier, vp and 
general manager, said national 
business this year might be as 
much as 15% above the 1957 total. 
The majority of car card adver- 
tising, however, is local. 

The disposition of the Boston 


(Continued on Page 30) 


BUY & BANK—This ad for Regal shoes 
offers a $5 account at Chase Man- 
hattan Bank, New York, with pur- 
chase of two pairs of shoes. It 
appeared in the New York News, 
Times and World-Telegram & Sun. 
Emil Mogul Co. is the agency. 
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Vos Lauds Mail Order, 
Hits ‘Cute Copy’ Ads 


|not necessarily good ones.” 


e “Full color is usually not as 
good an investment as b&w.” 


e “Position is just as important as 
|copy in the success of an ad.” 


le “People often buy merchandise 
\for reasons they don’t want to 
admit to themselves. They have to 
be supplied with good justification 
|for their purpose as well as rea- 
|sons for buying.” 


s As magazine space salesmen 
jand account executives in his 
audience fidgeted, Mr. Vos said 


(Continued on Page 92) 


Who Said Egghead 
Isn't Appreciated? 
Ads Are Wooing Him 


NEw YorkK, Nov. 18—This, ap- 
parently, is an age for those who 
think they think... . 

Rodin’s famous sculpture, the 
Thinker, was created half a cen- 
tury before its time. 

Thinkers are subjected to adver- 
tising today in devious and novel 
ways. 


e Brown & Williamson Tobacco 
Co. is advertising its Viceroy, king- 
size filter cigaret, as the choice of 
“the man who thinks for himself.” 
Few men’s vanity can withstand 
this type of thing for long. Ted 
Bates & Co. is the agency. 


} 
|e Placards with the one word 


| THINK are still available at In- 
ternational Business Machines 
Corp., and still have power to en- 
gender cogitation, especially among 
cartoonists and gag writers. 


|= Now Melrose Distillers Co., a 
division of Schenley Industries, 
|has launched a newspaper cam- 
|paign for its Melrose Rare blended 
whisky in 17 newspapers covering 
the New York metropolitan mar- 
ket. Doner & Peck is the agency. 

The ad employs a poster tech- 
nique featuring an illustration of 


this copy line: 


drink—Melrose, the vintage whis- 
eer 

One Madison Ave. wag com- 
mented: This Melrose apparently 
is “a thinking man’s whisky with 
a drinking man’s taste.” # 


a man in a thoughtful pose with) 
“By appointment | 
to those who think before they) 


dvertising Age, November 24, 1958 


Breast 0’ Chicken 
Names Robinson, 
Jensen; GB&B Out 


San Dreco, Nov. 19—Breast O’ 
Chicken Tuna today shifted its 
advertising account from Guild, 
Bascom & Bonfigli, which had 
handled the account for about 15 
months, to Robinson, Jensen, Fen- 
wick & Haynes, Los Angeles. This 
move, effective Nov. 30, consoli- 
dates the company’s account— 
RJF&H already handles the com- 
pany’s Purr cat food, billed as “The 
Catillae of Cat Foods.” 

The account had been listening 
to solicitations for several months, 
and heard ten agencies in all. 
Larry M. Kaner, vp in charge of 
sales and advertising, emphasized 
that the decision to shift the 
account was mutual—‘“simply a 
case of the two companies getting 
together and deciding to discon- 
tinue the association.” 

David R. Fenwick, vp of Robin- 
son, Jensen, will supervise the 
Breast O’ Chicken account, as he 
does Purr, in collaboration with 
Lee Laufer, the agency’s creative 
executive. 

Breast O’ Chicken is reportedly 
the third brand in the tuna field, 
behind Starkist and Chicken of 
the Sea-White Star; it holds per- 
haps 13% of the market. When 
the account moved in the summer 
of 1957, it was described as a 
$1,000,000 account, but its recent 
rate of spending is believed to be 
closer to $400,000. 


® The account shift follows a 
rapid-fire series of events for the 
company: 
In May of 1957, James B. Lane 
resigned as president of Breast O’ 
(Continued on Page 63) 


15% Commission 
Hurts Advertising, 
Marks Declares 


Agency Head Hits 
Media Which Refused 
Diplomat Cigaret Ads 


New York, Nov. 18—“I firmly 
believe that if the 15% system were 
abolished tomorrow at least 30% 
of the agencies in New York would 
go out of business,” the president 
|of Robert M. Marks & Co. told 
|the Assn. of Advertising Men & 
| Women today. 
| Mr. Marks said the present com- 
|mission system is “outmoded, un- 
sound financially for both agency 
and client, and prevents the agency 
from gaining status as a legitimate, 
respected business institution.” Mr. 
Marks added the commission sys- 
tem places the agency between two 
masters—media and advertiser— 
neither of whom feels any obliga- 
tion to the agency. 


= “The media look to agencies pri- 
marily to guarantee their payment 
and have a fine system worked out 
to accomplish this. That conven- 
ience is worth 15% to them. And 
the client knows at least 50 agen- 
cies any one of which can do his 
advertising at basically the same 
cost which he feels the media are 
paying for anyway.” Under such 
a system, he continued, an agency 
cannot achieve much status and 
client respect. Under a fee system,: 
a client would be a lot sharper in 
selecting an agency “and once 
se he would have a lot more 


respect for the agency.” 
Mr. Marks told the association 
(Continued on Page 30) 
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Specter of Climbin 
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g Costs Haunts 


Southern Newspaper Publishers Assn. 


Postal Rate Increases, 
Union Wage Hikes Boost 
Costs, Convention Told 


Boca Raton, FLA., Nov. 19—Aft- 
er a year in which they were hit 
by declining revenues, members 
of the Southern Newspaper Pub- 
lishers Assn. were sharply aware 
this week of the specter of con- 
tinued high publishing costs. And 
they were openly critical of news- 
paper unions, wages and postal 
legislation. 

In an outspoken report to the 
annual SNPA convention, which 
opened here Monday, Walter C.| 
Johnson Jr., manager of the group’s | 
labor department, declared: 

“Newspaper wages and fringe 
grants kept on inexorably upward 


in 1958. There is nothing to sug-| 


any different or that there will be 
less pressure from the unions for 
more and more. 

“However, it seems certain that 
something has to give. If costs keep 
on increasing, more newspapers 
will surely fall by the wayside un- 


| less revenues are increased or less 


expensive production methods are 
found. There is some hope for the 
former, much hope for the latter.” 


# Mr. Johnson said a review of 


almost 200 newspaper mechanical | 


union wage settlements reached 
during the first nine months of 
1958 showed an over-all average 
wage increase of $2.68 a week. He 
compared this increase of 734¢ an 


|hour with an 8¢ average increase 


|in the same period last year, and 
with 744¢ in 1956 and 6¢ in 1955. 
“The cost battle was continued 


gest concretely that 1959 will be | (Continued on Page 60) 


Adman in the News... Charles Manship Jr. 


Boca Raton, FLa., Nov. 19—A, papers.” Mr. Manship’s inclination 
man who played a pivotal role in|is “to make peace with all our 
bringing newsprint mills to the workers and keep peace with 
South today started his term as | them.” 
president of the Southern Newspa- | 
per Publishers Assn. Charles P.| — As head of the SNPA for the 
Manship Jr., publisher of the Ba-| next 12 months, he “wants an ad- 
ton Rouge State-Times & Advocate,| ministration that will try to bring 
thus emulates his deceased father, | 
who was elected SNPA chief in| 


| | Westinghouse Head 
Tells Broadcasters to 


| Emulate Competitors 


Str. Louts, Nov. 19—Broadcast 
promotion men this week were 
|exposed to a lot of suggestions on 
|how they could do a better job 
|of promoting radio and television 
|—and themselves. 


‘Sunkist Will Spend 
COIFFEUR—Ronson Corp. is promot- $1 413,600 in Three 
ing its new Hood ’n Comb hair dry- Lemon Promotions 


|er with this color page in the De- ; 

|cember Good Housekeeping. Grey Pw eee: gow pan 

Adieuttinl New York, is Growers will follow a new policy 
vertising Agency, New York, is! its 1958-59 marketing of fresh 


lemons by basing its entire pro- 
gram primarily on three major 
promotions. The budget of $1,413,- 
| 600 is based on an advertising as- 
/sessment of 914¢ per carton, the 
same rate as last year. 

The first promotion will break 
in January and February, stress- 
ing the need for fresh Sunkist 
lemons during the cold and flu 
seasons. 

The second promotion will run 
during April and May as a joint 
effort of Sunkist and General 
Mills. It will feature “Betty Crock- 


World's first “Home Hairdressing Salo! 


Magazines’ Sales 
Areas Variously 
Set Up: Seymour 


Salesmen Have Virtual 
Exclusivity in Some 


1941. 
A heavy-set man of medium| 


height with a round, florid face, | 


the new president takes up the 
SNPA gavel at the age of 50. He 
believes his tenure will be marked} 
“by lots of changes on the tech- 
nical side of newspapers.” And he} 
expects that 1959 will see newspa- 
per labor “present a terrific chal-| 
lenge” to publishers. 

While he expects that wages 
will continue their rising trend, 
“publishers will always be able to| 
make a living out of newspapers 
as long as the public needs news- 


New Sales Approach 
to Help Magazines, 
Bernstein Asserts 


Cuicaco, Nov. 18—Two major) 
changes in magazine selling strat-| 
egy and tactics could be impor- | 
tant in the future growth of mag-| 
azine advertising sales, S. R. Bern- | 
stein, editorial director of ADVER- 
TISING AGE, told the Agate Club 
yesterday. 

One, he said, is the development 
of “combination” selling—the rec- 
ognition that in most marketing 
situations more than one magazine 
is needed to do a job. 

The other is “a very consider- 
able change in magazine attitude | 
toward advertising innovation. The | 
old, rigid rules are disappearing. | 
Gatefolds, fold-outs, special cov- | 
ers, new shapes and sizes of ad- | 
vertising now are not only ac-| 
cepted but eagerly sought out by 
magazines.” 

The two trends together augur 
well for the continued well-being 
of the magazine business, Mr. 
Bernstein said, “because they 
mean that creative selling—and | 
excitement—will once more make | 
themselves felt.” 


s If magazines hope to maintain 
a pre-eminent position in the na- 
tional advertising field, they 
should shoot for a total volume of 
$1,200,000,000 in space—62% high- 
er than last year’s figure—by 1965, 
Mr. Bernstein said. This figure is 
based on the assumption that total 
advertising volume will reach $15 
billion by that year, with national 
advertising accounting for about 
60% of the total. = 


Charles P. Manship 


peace and understanding on all 
fronts.” Included in these “fronts,” 
he said, are problems posed by 


| wages, unions, publishing costs and 


integration. The Manship code is 
to “have a meeting of the minds 
of opposing parties; have them un- 
derstand each other’s problems.” 
As a boy, Mr. Manship attended 
Suwanee Military Academy 
Baton Rouge, where he was cap- 
tain of the football team. He went 
to Louisiana State University for 
a year, and played on the frosh 


Flemming Plans 
War on Food, 
Drug ‘Quackery’ 


WASHINGTON, Nov. 19—Secretary 
of Health, Education and Welfare 
Arthur Flemming announced today 
that he intends to give his personal 
support to the government’s cam- 
paign against “quackery” in the 
food, drug and cosmetic field. 

His department supervises the 
operation of the Food & Drug Ad- 
ministration, which has been seiz- 
ing products containing a wide 
variety of allegedly useless vita- 
min, mineral and other “food” sup- 
plements. 

To illustrate the kind of product 
he has in mind, the Secretary men- 
tioned several seizures based on 
the use of “royal jelly,” which has 


in | 


Markets, Survey Shows 


| New York, Nov. 19—How many | 
salesmen does Newsweek have in 
Pittsburgh? How come the Post has | 
| twice as many salesmen in Cleve- | 
\land as Look? Why doesn’t any 
| women’s magazine have a sales- 
man in Minneapolis? 
| These are some of the questions 
| being asked in magazine ad direc- 
tors’ offices as a result of a neat) 
little survey conducted by E. P. 
(Spike) Seymour, onetime ad boss 
of Crowell-Collier and now a mag- 
azine consultant. Mr. Seymour 
wanted to check how one of his 
clients—TV Guide—stacked up in 
(Continued on Page 92) 


CINCINNATI, Nov. 19—Advertis- | 
ing is a growing business, “but 
icreative talent is not being devel- | 
oped at the same rate. The field is | 
wide open.” 

That’s the encouraging theme of | 
a feature article in the December | 
issue of Writer’s Digest, published | 
here. The author is Bill Erin of | 
the tv-radio department, Need- 
ham, Louis & Brorby, Chicago. 

“There are many gifted and cre- 
ative writers carving out a slim 
living free lancing who could do an 
excellent job with much better re- 
'turn in the advertising business,” 
declares Mr. Erin, adding, “It is 
more than opinion when I say 
that the advertising business would 
welcome these writers with open 
arms, teach them the business 
while paying them well and give 
\them every opportunity to ad-| 
vance in a field that is more vital 
to our economy than any other 
single factor.’ 


e Mr. Erin emphasizes, “Whether | 
you want to be a television writer 
or a print writer, you’ll find that 
believability and honesty are your | 
two most important ingredients to | 
a successful manuscript. The day | 
of hawking patent medicines is 
‘past. Today’s products are all 
|pretty good or they wouldn’t be 
}on the market.” 

| Because advertising is more de-| 


Push Selves in Own 
Medium, Group Urged 


| And they also got a look at how 


|some competing media—newspa- 
| pers, magazines and outdoor—toot 
| their respective promotional horns. 
| The occasion for this idea-ex- 
|change mart was the third annual 
convention of the Broadcasters’ 
Promotion Assn., attended by 
more than 200 radio and tv pro- 
/motion men and women from the 
|U.S. and Canada. 


|® Donald H. McGannon, president 
|of Westinghouse Broadcasting Co., 
|introduced to the groups two “do- 
| it-yourself” kits prepared by West- 
inghouse for using broadcast me- 
_dia to promote both radio and tel- 
evision. One of the kits was for 
radio and the other for tv. 

Calling on the assembled pro- 
motion men to help in building a 
“corporate image” for broadcast- 
/ing, Mr. McGannon told them they 
|have a two-fold obligation—to the 
{station or network that employs 
leach of them, and to the broad- 
' casting industry. 

“Certainly there are competitive 
situations that demand that we 
|sell station against station, net- 
| work against network,” he said. 
“But at the same time, we are 
|shortsighted if we fail to make 
jthe most of our opportunities to 
sell the radio and television me- 
dia, as opposed to other media.” 


er’s Name The Mystery Pie Con- | 


test.” The promotion will be sup- 
ported by ads in 86 newspapers of 


|the country’s top 66 market areas. 


# Still in the planning state is the 
third major push, which will prob- 
ably break in late summer and 
early fall and will feature iced tea 
with Sunkist lemons and cool sum- 
mer foods. 

In addition to the promotional 
periods, lemons and water will be 
advertised in eight half-page full 
color ads in Reader’s Digest. 

Foote, Cone & Belding, Los An- 
geles, is Sunkist’s agency in the 
U.S.; Spitzer & Mills is the agency 
in Canada. + 


Get Out of That Garret and into an Agency, 
Adman Erin Advises Impecunious Writers 


itors—detailed criticism,” he says. 
“There is more editing, more pol- 
ishing, more scanning and weigh- 
ing each individual word in the 
advertising business than in any 
other form of writing today. When 


(Continued on Page 89) 


Run away to sea!” 


y a 
Orient & Pacific 


LINES | 


Avitrlna «Seager Hing Wicmiy Fp Mare Lenbend - Piiyynines Mamas Avon th word 


Orient & Pacific Lines poster both 


“best of convention” and “best of | 


been promoted as a rejuvenating manding than any other form of °@tegory” prizes in its fourth an- 
ingredient and tranquilizer. Others| writing, “you will get the very "val poster contest. Ogilvy, Ben- 


(Continued on Page 26) 


| thing you won’t get from busy ed- 


son & Mather is the agency. 


s Pointing out that broadcasting 
is a branch of show. business, and 
therefore lives in a world of crit- 
icism, the Westinghouse chief ex- 
ecutive said: 
“The principal and most vocif- 
(Continued on Page 90) 


Variety, Humor 
Seen Growing in 


Business Papers 


McCann Execs Say ‘59 
Volume of Medium May 
Rise to $637,000,000 


New York, Nov. 18—Business 
publications are entering a new 
phase of development: 


e They will continue to grow in 
volume. 


e There will be an increasing use 
of consumer advertising techniques 
to sell industrial products. 


le There will be greater use of 
photo-caption techniques, gate- 
folds and special inserts .. . and 
more humor in the business press 
of the future. 


® These predictions were made 
last Friday by Paul E. Funk, ac- 
count service group head of Mc- 
Cann-Erickson, before the New 
York Dotted Line Club. 

Mr. Funk pointed out that busi- 
iness publication volume has in- 
creased from about $71,000,000 in 
1940 to about $568,000,000 in 1958. 
He estimated that dollar volume 
in 1959 may reach $637,000,000. 
Explaining the reasons for this 
|growth, Mr. Funk said: “In an 
jeconomy growing increasingly 
|technical and complex, business 
| papers are the textbooks of tomor- 
| Tow. They provide the information 
;}upon which industrial progress 


| PRIZE-WINNER—The American Socie-|is based. They constitute an ac- 
'ty of Travel Agents awarded this|Ccurate and timely communication 


system upon which a highly intri- 
cate economy depends.” 

|# Commenting on the criteria that 
his agency’s media people use to 
| (Continued on Page 66) 
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Purex Shuttles Ad, 


Sales Responsibilities; 


McLaughlin Resigns 


Soutna Gate, CAL., Nov. 21— 
Purex Corp. shuffled some sales 
and advertising responsibilities this 
week, and in their wake came the 
resignation of John B. McLaugh- 
lin, vp of marketing. 

Taking over on the sales side is 
Stanley F. Kord, who has been 
president of John Puhl Products, 
purchased recently by Purex. He 
will be vp of sales, while C. C. 
Overstreet continues as sales man- 
ager. 

Craig Davidson, vp of product 
planning, will head the advertis- 
ing side, the job he held before 
Mr. McLaughlin joined the com- 
pany in October, 1957 (from Kraft 
Foods Co.) as over-all head of 
both advertising and selling ac- 
tivities. Leslie C. Bruce Jr. con- 
tinues as director of advertising 
and Jack A. Northrup is still direc- 


John B. McLaughlin 


tor of product planning and mar- 
keting research. 


® Asked if separation of the sales 
and advertising functions were the 
reason for his leaving, Mr. Mc- 
Laughlin told AA they were, and 
added: “It was simply a matter of 
disagreement on basic marketing 
policies. They couldn’t agree to 
make proper use of my experience 
and talents.” 


Purex would not comment on the 


reasons for the «hanges or for Mr. , 


McLaughlin's » :ignation. # 


Wilding Boos!» Gage, Weake 

Wilding Picture Products, Chi- 
cago, has elected Hugh F. Gage a 
vp and placed him in charge of 
the eastern saics division in New 
York. Mr. Gage will be succeeded 
by Clifford F. Weake, formerly a 
Wilding account executive. As head 
of the eastern sales division Mr. 
Gage succeeds Ted Westermann, 
who will continue as a vp of the 
company. 


Union Oil Boosts Finnell 

Union Oil Co. of California, Los 
Angeles, has named C. Haines Fin- 
nell manager of retail marketing, 
responsible for retail sales in the 
company’s principal marketing 
area of the 10 western states and 
Hawaii. Formerly director of pub- 
lic relations and advertising, he is 
succeeded in that post by Jerry 
Luboviski, who has been manager 
of public affairs. 
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c. L. (Chuck) SELLEN, Jr. 
Sales Manager, 

Packaged Fish Dept. 
BOOTH FISHERIES CORP. 
Seattle 


“Seattle-Tacoma 
needs special attention” 


Mr. Sellen says, “The Seattle and Tacoma areas cannot be con- 
sidered as one big market. They are two different markets, each 


having its own characteristics and peculiarities. 


“When placing newspaper advertising, it’s too easy to think that 
Seattle newspapers have an impact throughout the Puget Sound 
country. That is not the case. The rich Tacoma market is thoroughly 
covered only by the Tacoma News Tribune, the Seattle dailies hav- 
ing so little circulation in this market that it is almost negligible. 
We always think of the Tacoma market as a top market and place 
the News Tribune on all of our schedules.” 


TACOMA NEWS TRIBUNE 


TACOMA, WASHINGTON 
Circulation more than 83,000 


Represented by SAW YER-FERGUSON-WALKER COMPANY, inc. 
New York + Chicago + Philadelphia + Detroit + Atlanta + Los Angeles + San Francisco 
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Highlights of This Week's Issue 


Broadcast rating services costs cut into 
its profit, Nielsen tells SEC in stock 
plan prosp Page 1 


Buick sought to get real doctors to ap- 
pear in its television ads but now has 
given up the idea 


White Owl cigar ads take on competitive 
bite as they lash out at Bayuk cigar 
“cut-price” offer 


TV rate structures, mediocre program- 
ming and “ratingitis’ are compelling 
Emil Mogul more and more to put his 
clients’ money into print, he tells the 
Radio & Television Executives So- 
ciety Page 2 


The South should hire public relations 
and advertising agencies to tell its story 
on segregation to the North, Florida leg- 
islator William Reedy suggests ....Page 2 


Thinking man is beginning to get a big 
play in the ads. Now Schenley joins 
Viceroy in showing a thinking man 
who uses, of course, Melrose whis- 
ky Page 2 


The 15% commissien is ‘outmoded, un- 
sound financially for both agency and 
client and prevents the agency from 
gaining status as a legitimate, re- 
spected business institution,” Robert M. 
Marks, president of Robert M. Marks & 
Co., says Page 2 


Radice Station KADY, Charles, Mo., 
asks its list s for ts on the 
voluntary ban on liquor advertising 
imposed by radio and tv stations.. Page 2 


Southern Newspaper Publishers Assn. 
mocting in annual convention find 
h ted by rising costs from 

postal rates, higher wages and other 
factors Page 3 


St. 


Sunkist Growers will follow new policy 
in 1958-59 marketing of fresh lemons, 
using its $1,413,600 budget on three 
promotions Page 3 


Advertising business is wide open to cre- 
ative writing talent, Adman Bill Erin 
of Needham, Louis & Brorby advises 
ambitious writers in Writer’s Di- 
gest Page 3 


Magazines’ new sales approach—includ- 
ing such developments as combination 
selling and acceptance of advertising 
innovations like gatefold ads, etc.— 
could be important in the future growth 
of magazines, S. R. Bernstein tells 
Agate Club of Chicago 


Broadcasters should use the broadcast 
medium to promote themselves, just as 
newspapers and magazines use the print 
media to promote themselves, Donald 
MecGannon, president of Westinghouse 
Broadcasting Co., tells Broadcasters’ 
Promotion Assn. meeting 


Florida Citrus Exchange goes to Supreme 
Court asking to be allowed to put the 
orange back in oranges after FDA bans 
Red 32 in food, but court advises them 
to try education instead of litiga- 
tion Page 6 


P-I-P Stamps Inc. launches its life-insur- 
ance-via-trading stamps plan in St. 


Louis Page 16 


U. 8. needs cabinet officer to sell Amer- 
ica abroad, Charles H. Brower, presi- 
dent of Batten, Barton, Durstine & Os- 
WOT, GEIB ccccccscsesesee Page 18 


Gardner Advertising Co. is named to 
handle the advertising program of 
Downtown in St. Louis, a group pro- 
moting the city’s central business dis- 
trict Page 19 


Ceca-Cola’s new campaign in France puts 
emphasis on dynamic youth, with theme 
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Why the big celebration? Sports Afield tops the sports- 

men’s field again! 

The ABC Publishers’ Statements for the first six 

months of 1958 pin down the facts: 

e Sports Afield delivered the biggest circulation. 

e Sports Afield delivered the lowest rate per page per 
thousand. 


Look at the figures and your choice is easy. Sports 
Afield—winner and still champion. 


SPORTS AFIELD .. 1,015,052 
CeOReOR Ee cco bcc iiccnc cece. CCR 
Field & Stream ................ 928,796 


SPORTS AFIELD 
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This Week in Washington... 


Douglas Twits Litigious Growers as 
Ban on Red Dye Leaves Oranges Green 


By Stanley E. Cohen 
Washington Editer 

WasHINGTON, Nov. 20—Among 
the problems troubling the Su- 
preme Court these days is the case 
of Food & Drug Administration 

versus food coloring Red 32. 
For many years Red 32 was used 


oped. Orange growers say the pub-| used in Redoir 
lic won't be hurt since people sel- ploye can be revarded as an exec- 


dom eat the skins of the orange. On 
the other hand they complain that 
the sale of Florida oranges would 


| be seriously hurt if the public were 


confronted with green skins. 


to color a variety of foods, includ- | ® Justice William O. Douglas indi- 
‘cated he thought the public might | 
| be induced to accept green oranges 
istrator George Larrick reports that if the citrus people spent some) 
Red 32 is harmful when taken in- | 
ternally, and he has ordered the! gram. But the growers insisted this | 
| had been tried and that the attempt 


ing the outer skins of Florida or- 
anges. Now Food & Drug Admin- | 


food industry to stop using it. 
At the Supreme Court this week, 


the Florida Citrus Exchange was) 


fighting for freedom to continue 
using Red 32, at least until some- 
thing equally effective is devel- 


money on an “educational” 


|had failed. 


Justice Douglas obviously wasn’t 
|}convinced. His parting shot was: 


stead of education.” 


Advertising Age, 


So far as the La-|the functional tests used in the 


'$80 Weekly /s or Department past. In addition, the minimum for 
‘Exec Pay Floor ‘* concern ed,| executives was raised from $55 to 
there are no more | $80, and for administrative and 
$55 a week ce. utives. From now | professional employes from $75 to 
on, an emplo) can’t be regarded | $95. 


pro- | 


}as a real exec »e unless he earns 
‘at least $80 a week. 

That’s the nov minimum salary TV Ruling to 
/ whether an em- Be Precedent 


Judge Horace 
Stern, who was 
brought here 
from Philadel- 
utive, exempt from time-and-a- | phia to preside over Federal Com- 
half provisions of the minimum | munications Commission’s investi- 
wage law. It is important to em- gation of the controversial Miami 
ployers, including a number of Channel 10 tv case, has no inten- 
magazine publishers, who find the tion of letting things drag on. He 
40-hour week « severe hindrance heard final arguments Monday by 
in the operatic of certain of their lawyers who think they know how 
departments. For several months he ought to rule, and he passed the 
the department has been dissatis-| word on Tuesday that his recom- 
fied with the old salary level,| mendations ought to be ready by 
adopted in pre-inflation days.) Dec. 1. 

Business groups wanted the salary! The big question now is: What 
test abolished entirely, with the will Judge Stern say about the pro- 
exemption granted on a functional | posal by Attorney General William 


| basis. Labor was for a functional| P. Rogers that he throw out any 
| test, plus a salary level for execu-| applicant who had any contact 
“So you decided to try litigation in- | tives starting at a minimum of $125. | with a commissioner outside the 


Final result is an order retaining | hearing room? The Attorney Gen- 


SYRACUSE 


HOLDS ITS RA 


AS No.! TEST 
ARKET, U.S.A. 


IN 195 §, SALES MANAGEMENT MAGAZINE rated Syracuse the top test market of 
America based upon an audit by Selling Research Inc. of 503 test market operations con- 
ducted over a nine-year period. 


NOW...IN 1958 .. 


. Selling Research has given SALES MANAGEMENT 


@ report on 1,177 test campaigns conducted during the 12-year period 1946 thru 1957. It 
shows that Syracuse, year after year, continues to be the market most preferred and most 
frequently used for testing operations by national advertisers. 


THERE ’S A REASON: Syracuse is the commercial hub of a 15-county area 


having a population of 1,432,700 and annual buying power in excess of $2 billion! And . . . 
The Syracuse Newspapers deliver 100% saturation coverage of the families in metropolitan 
Syracuse, plus effective coverage... up to 76% ... in the 14 surrounding counties. 


No Other Combination of Media in 
the 15-County Syracuse Market Will Do 
a Comparable Job at a Comparable Cost 


the SYRACUSE 


bd Ep Rene nia eae ar 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


CIRCULATION: Combined Daily 241,159 


VET 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


N} :WSPAPERS 


Bi cr, ee ke ee ne ae 


Sunday Herald-American 205,658 


THE POST-STANDARD 
Morning & Sunday 


Sunday Post-Standard 109,060 


November 24, 1958 
eral says such a rule would put a 
permanent stop to wire pulling. 
But if it is applied retroactively to 
the Miami Channel 10 case, will it 
also be applied retroactively, with 
equal vigor, to every other tv 
grant where there were informal 
contacts between applicants and 
members of FCC or the FCC staff? 


This week’s post- 
Postal Boosts al scuttlebutt: 
Seen Stymied More rate in- 

crease recom- 
mendations in the mill for the 
next Congress. Reportedly the new 
approach involves a 5¢ letter and 
3¢ rate for bulk third class. No fur- 
ther changes in second class rates 
are being mentioned, but there ap- 
parently is some feeling that Con- 
gress would want to add second 
class adjustment of its own if it 
decided to go ahead with another 
postal rate hike. 

As now being discussed, the 5¢ 
rate would be sweetened by com- 
bining it with the long-discussed 
revision of postal transportation 
procedures. Airmail would be abol- 
ished as a distinct service, and all 
letters would move by “most expe- 
ditious” transportation, surface or 
air. 

Some spokesmen for mail user 
groups figure Postmaster General 
Summerfield won’t get very far 
with a rate drive in the next two 
years, since Democrats, who have 
consistently opposed the 5¢ letter, 
will have top-heavy majorities in 
the new Congress. 


Office of civil 
Spectrum Probe and defense mo- 
Is Preliminary bilization is nib- 
bling at the radio 
frequency shortage problem. It has 
approved a special advisory com- 
mittee on telecommunications to 
decide during the next six weeks 
whether existing administrative 
arrangements are adequate to pre- 
vent overlap and waste in the use 
of valuable radio “space” by the 
Defense Department and other 
government agencies. 
Appointment of this committee— 
composed of five distinguished, 
disinterested citizens—represents a 
partial substitute for the big spec- 
trum study which broadcasters 
have proposed to determine wheth- 
er the government is wasting 
frequencies which could be re- 
assigned to tv and other civilian 
services. This committee won’t ac- 
tually look into the use of the spec- 
trum, however, but will content 
itself—for the moment—with a 
quick survey to determine whether 
anyone actually knows the entire 
story so far as spectrum use is con- 
cerned. 


Postmaster Gen- 
No Even Break eral Arthur Sum- 
for Big Suckers merfield says 
that new $2 chain 
letter which is circulating among 
“executives”—not the $55-a-week 


| kind—in New York isn’t any bet- 
| ter than older versions. This one is 


supposed to return $6,250 for $2, 
but postal inspectors who have vast 
experience in these matters say the 
odds against collecting are terrific. 
Chief Inspector David Stephens 
says chain letters are real sucker 
bait. “The promoters can mail 
thousands of letters all with their 
own names at the top,” he points 
out. + 


Young Boosts O’Grady, Parks 

Young Television Corp., New 
York, has advanced James F. 
O’Grady Jr. from vp in charge of 
sales to exec vp, a new post. Har- 
old Parks, previously manager of 
the Atlanta office of Adam Young 
Inc., radio station representative, 
has been promoted to eastern sales 
manager of Young TV, succeeding 
Peter Yaman, who has joined NTA 
Spot Sales. Charles E. Trainor, 
formerly with Forjoe & Co., has 
been named manager of Young’s 
Atlanta office. 
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The Post out- 
sells all other 
general weekly 
magazines in 
FOOD and DRUG 
stores by more 
than 2tol Thats 
popularity! Thats 
Vitality! 


The Saturday Evening 


POST 


Sell the POST-INFLUENTIALS 
-they tell the others 


A CURTIS MAGAZINE 


Proved! More than 29 million reader 
exposures for your ad page 
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BPAC Roster 
Increased 70% in 
Decade: Davis 


New York, Nov. 20—Of the 464 
business publications now audited 


by Business Publications Audit of 


Circulation, 344 are reporting veri- 
fication, 
government Standard Industrial 
Classification breakdown, and 20 
are using Form B audit, which re- 


ports paid and non-paid circula- | 


tion separately. 

This breakdown of BPAC audits 
was released here today by Adin L. 
Davis, president and general man- 
ager of BPAC, at the auditing 
bureau’s 27th annual meeting. 

BPAC’s total membership today 
is 682, Mr. Davis said, consisting 
of 88 advertisers, 130 advertising 
agencies, and 464 publications. The 
applications of six publications for 
membership are pending, he said. 

“This is an increase of nearly 
30% in publication membership in 
the past five years,” he said, “and 
nearly 70% in the last ten years.” 

Greater efforts are being made 
to add more agency members to the 
BPAC roster, he said. 

“The vitality and effectiveness 
—the very existence of a circula- 
tion auditing bureau,” Mr. Davis 
said, “depends upon the interest 
and participation of its advertiser 
and advertising agency members.” 


s Joseph F. Hobbins, advertising 
manager of Anaconda Co., and 
board chairman, emphasized that 
there are still 1,281 listed business 
publications that are unaudited. He 
called for greater effort on the part 
of advertisers and agencies to in- 
sist that a business publication to 
be eligible as an advertising me- 
dium should be audited. 

Howard G. Sawyer, vp, James 
Thomas Chirurg Co., Boston, and 
vice-chairman of BPAC, pointed 
out that BPAC has helped materi- 
ally in clarifying auditing termin- 
ology. Formerly, he said, “to a 
great many people the term con- 
trolled meant ‘free’ and qualified 
meant it was pretty good circula- 
tion and verified meant somebody 
had ‘proved’ it. BPAC by dropping 
the word ‘controlled’ in favor of 
the word ‘qualified’ has expressed 
the essence of the circulation 
policy of the publisher members 
of BPAC.” 

Newly elected officers are Mr. 
Sawyer, chairman; Mark K. Pink- 


erman, vp, Reichold Chemicals 
Inc., White Plains, N. Y., vice- 
chairman; Robert L. Hartford, 


business manager, Machine Design, 
Cleveland, secretary, and T. Rich- 
ard Gascoigne, Hayden Publishing 
Co., New York, treasurer. # 


A PIP OF A DIP—Lawry’s Foods, Los 
Angeles, will use this color page 
in Sunset Magazine in December to 
introduce its three new dip mizes. 
California Advertising Agency, 
Hollywood, is the agency. 


34 are employing the 


23 See. 


‘Women in Ads O.K.., 
but Not Drinking, 
Distillers Group Says 


industry, today formally lifted the 
ban on the use of illustrations of 


| women in liquor advertising, but | 


| the use of radio and tv as adver- 
| tising media for their products. 

In modifying DSI’s advertising 
code on the use of women in liquor 
| advertising, however, it is strictly 
provided that “in no instance may 
women be shown holding or con- 
suming drinks.” 

No specific action was taken on 
the use of liquor advertising in 
Sunday newspapers and supple- 
ments. 


® In lifting their ban on women 
in liquor ads, DSI members re- 
solved that their advertising “shall 
only use illustrations of women if 
such illustrations are dignified, 
modest and in good taste, and pro- 
vided further that such representa- 
tions of women avoid provocative 
dress or situations and that in no 
instance may women be shown 
holding or consuming drinks.” 

DSI members include about 27 
out of a possible 35 independent 
grain distillers in the U.S., who 
produce about 75% of all domestic 
liquor sold. They have voluntarily 
refrained from using women in ad- 
vertising since 1936. 


s In a statement issued following 
|the meeting, DSI directors said 
that the restriction on the pictur- 
| ing of women in ads has been lifted 
because “the social evolution of the 
past 25 years now makes the ban 
appear unrealistic.” 

Howard T. Jones, executive sec- 
retary of DSI, said today’s unani- 
mous vote continuing the volun- 
tary ban on radio and tv was taken 
because of recent reports that iso- 
lated stations in some sections of 
the country were soliciting dis- 
tilled spirits advertising (AA, Oct. 
20 and Oct. 27). # 


Niles Forms Unit 
to Market Sarrut 
Commercials in U.S. 


Cuicaco, Nov. 18—Telefrance, a 
subsidiary of Fred A. Niles Pro- 
ductions, has been formed to han- 
dle sales in the U. S. of television 
commercials created by Andre 
Sarrut and his company, LaCo- 
mete, Neuilly-sur-Seine, France. 

Mr. Niles is president of Tele- 
france; Marvin Frank, secretary 
of Doner & Peck, is treasurer, and 


cago public relations organization 
bearing his name, is secretary. 
In addition to LaComete, 


animated cartoons. Films he has 


winners at European film festivals 
—ads for Dubonnet (Paris, ’53), 
Burrus cigarets (Milan, ’54), Proc- 
ter & Gamble’s Camay (Venice, 
54) and Shell Mex (Monte Carlo, 
55), plus three awards at the ’58 
Venice festival. 

The two Sarrut companies ac- 
count for 10% of all French film 
exports, Mr. Niles said, and about 
65% of LaComete’s production is 
exported. + 


| Rand Is Not with Agency 

Information supplied by the 
agency to ApverTistnc Ace for its 
Sept. 8 issue indicated that Paul 
Rand, consultant to a number of 
large advertisers and agencies and 
well known in the design field, 
had joined Johnson & Lanman, 
New York, as associate art director. 
This was in error. 


reaffirmed their voluntary ban on | 


| 


New York, Nov. 20—Members | 
|}of the Distilled Spirits Institute, | 
trade association of the distilling | 
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COMING—The introduction of Sun- 
beam Corp.’s new shaver will in- 


clude this page in the Nov. 29 Sat- | Pink Capsules. 


urday Evening Post and commer-| 


cials on the “Perry Como Show” open after Secretary of Health, Ed- 
Perrin-|ucation and Welfare Arthur Flem- 


and football broadcasts. 
Paus Co., Chicago, is the agency. 


Rand Suit Charges 
Sunbeam Infringes 


Shaver Patents 


Cuicaco, Nov. 18—Sperry Rand 
Corp. today filed suit against Sun- 
beam Corp. charging that Sun- 
beam’s Rollmaster electric shaver 
is infringing on the trademark and 
component parts patents of its 
Remington Rand division’s Rol- 
lectric shaver. 

The suit was filed in the U.S. 
district court for the northern IIli- 
nois district, eastern division. It 
seeks to enjoin Sunbeam from 
making and marketing electric 
shavers “confusingly similar” to 
the Rollectric, and further de- 
mands an accounting and assess- 
ment of damages. 


= Remington says it marketed its 
rotary type Rollectric shaver in 
July, 1956, and since then has spent 
more than $15,000,000 on it in ad- 
vertising, sales promotion and 
publicity. Until this fall, Reming- 
ton adds, Sunbeam was marketing 
the Shavemaster, an oscillating 
type, and its sales were not keep- 
ing pace with Remington’s. Rem- 
ington says its present sales are 
more than $60,000,000 annually. 

Sunbeam’s new Rollmaster, 
Remington says, which was mar- 
keted this fall, not only uses a 
trademark-infringing name but of- 
fers three twin cutting heads and 
rollers virtually identical to the 
Rollectric’s. 


s Commenting on the suit, Herman 
T. Van Mell, vp and general coun- 
sel of Sunbeam Corp., stated, “Our 
patent department and outside pat- 


Aaron Cushman, head of the Chi-|ent counsel have rendered their 


opinion that the new Sunbeam 
Rollmaster shaver does not in any 


M.|respect infringe upon any valid 
Sarrut also is the founder and/| patents held by Sperry Rand or 
head of Gemeaux, producer of | anyone else.” 


created include a number of award | FTC CITES NORELCO, 


SCHICK, RAND PRICING 

WaAsHINGTON, Nov. 19—The Fed- 
eral Trade Commission today si- 
multaneously accepted consent or- 
ders requiring three leading manu- 
facturers of electric shavers to stop 
discriminating in prices and pro- 
motion allowances. The three are 
Sperry Rand Corp., New York; 
Schick Inc., Lancaster, Pa.; and 
North American Philips Co., New 
York. 

Schick must stop misleading 
use of the word “free”; Schick and 
North American must furnish 
demonstrator services to all cus- 
tomers on proportionately equal 
terms; Sperry Rand and Schick 
must stop fixing fair trade prices 
on shavers sold by distributors 
who operate in competition with 
manufacturer-owned retail out- 
lets. # 


ne ALeNEW | Rubinstein Renames 
‘ollmaster Jelly Product Hit 
we. Earlier by FDA 


j}and that the product has been re- 


Advertising Age, November 24, 1958 


WASHINGTON, Nov. 20—Helena 
Rubinstein Inc., New York, said 
today that it has renamed and re- 


labeled the royal jelly product! 
which came under attack by the 
Food & Drug Administration early 
this year. 

The product, then known as} 
Beauty for Life Capsules, was 
seized by FDA on the grounds that 
the label represented it was useful 
for beauty and nerves. 


® A company spokesman said the 
company did not make such claims 


labeled, to be sold at Helena Ru- 
binstein salons under the name 


The controversy came into the 


ming listed Beauty for Life Cap- 
sules as one of several useless roy- 
al jelly preparations seized by FDA 
in a drive against food, drug and 
cosmetic “quacks.” (See story on 
Page 3.) + 


Nicholas Set to 
Market ‘Bullet’ 
for Sheep in U.S. 


Cuicaco, Nov. 19—Nicholas Pty. 
Ltd., a large international pharma- 
ceutical company with headquar- 
ters in Melbourne, Australia, is 
preparing to invade the U.S. mar- | 
ket and has established an Ameri- | 
can subsidiary, Nicholas of) 
America Ltd., with headquarters 
here. 

Nicholas initially will restrict 
its operation in this country to 
veterinary products. The first 
product to be marketed is Permaco 
cobalt bullets for sheep, which the 
company describes as “a revolu- 
tionary new discovery that satis- 
fies a hidden hunger” in sheep. 

The drug company has appoint- 
ed Phil Gordon Agency to handle 
its advertising and public rela- 
tions. Advertising for the Permaco 
sheep bullets will break in about 
February or March. 


s The parent company, which also 
operates under the names of Nich- 
olas International and Aspro-Ni- 
cholas Ltd. of London, is best 
known for its Aspro brand aspirin 
tablets. The company manufac- 
tures and markets veterinary and 
patent medicines as well as 
drugs. # 


Triangle Buys 


‘Television Digest’ 


PHILADELPHIA, Nov. 20—Triangle 
Publications Inc. has purchased 
Television Digest Inc., publisher of 
the Washington weekly trade 
newsletter, “Television Digest.’ It 
also publishes “Electronic Reports” 
and Television Factbook, a refer- 
/ence volume. The new owner takes 
(over Jan. 1. 

Martin Codel, “Television Di- 
gest” publisher and editor, con- 
tinues as an associate publisher. 

Walter H. Annenberg, Triangle 
president, said his company would 
“continue its [“Television Di- 
gest’s”] editorial philosophy and 
eventually ...expand the services 
it offers.” 


= Mr. Codel said it was necessary 
for him “to slacken my pace after 
nearly 40 years of quiet, strenuous, 
journalistic activity, 32 of them as 
a specialist in radio and televi- 
sion.” # 


Corn Belt Names Thieman 
Homer L. Thieman, vp and mem- 

ber of the board of Corn Belt Pub- 

lishers Inc., has been elected exec 


vp and secretary. 


Willoughby’s Marks 
61 Years in Retailing 
With $100,000 Drive 


New York, Nov. 18—Willough- 
by’s Camera Store is staging a 
61st anniversary sale with a re- 
ported advertising budget of $50,- 
000 to be invested before the end 
of the month. The “largest cam- 
era store in the world” will cap 
this expenditure Dec. 7, when it 
spends an additional $50,000 for 
a 20-page Sunday supplement in 
the New York Times. 

Included in the anniversary 
promotion are the Journal-Amer- 
ican, News, Post, Times and World 
Telegram & Sun, plus other news- 
papers, for a drive which Wil- 
loughby’s says will average al- 
most a page per day per news- 
paper. The Times supplement next 
month is said to be “one of the 
largest photographic supplements 
ever taken.” 


s This reported $100,000 budget 
by one photographic retailer high- 
lights a happy boom in the 
photographic industry as a whole 
(annual sales may touch the $2 
billion mark at retail) and is re- 
flected in Willoughby’s sales vol- 
ume, which is confidently expected 
to top $10,000,000 this year. 

Erich Hirschfeld, recently elect- 
ed president, comments: “America 
is just entering a golden era of 
photography.” 


= The giant photo retailer was 
founded 61 years ago this month, 
when Charles G. Willoughby, a 
farm boy turned camera addict, 
realized that besides taking pic- 
tures he could also sell the new 
photographic contraptions with 
which he was engrossed. He rented 
a one-room windowless shop in 
the second floor of a building on 
lower Broadway. The introduction 
of roll film to replace delicate and 
tricky glass plate spun Charles 
Willoughby’s start into a boom 
which has hardly been slowed 
down since. Today Willoughby’s 
occupies a block-through eight- 
story building in the heart of the 
city’s midtown shopping district 
and has a clientele including many 
world celebrities. 


@ Willoughby’s lays claim to a 
number of “firsts” in the photo 
business. Among them: 


e First to introduce home movie- 
making to the U. S., when the late 
president of Bell & Howell, J. H. 
McNab, demonstrated the first 
model 70-A Filmo camera and 
projector to store personnel in 
1924. 


e First camera store to promote 
35mm cameras, after one of its 
executives went to Germany in 
1932 and observed this camera in 
use in candid photography. 


e First store to use newspaper 
advertising consistently to tell its 
story, and the first to use r.o.p. 
color in newspapers. 


® Willoughby’s has also had its 
flops. Its late president, Joe Dom- 
broff, solemnly told the company 
making the Polaroid Land camera 
that their picture-in-a-minute 
contraption would never catch on. 
The Polaroid has been a spectacu- 
lar success. 

Mr. Hirschfeld first entered Wil- 
loughby’s one day in 1946 with a 
$30,000 check in his hand with 
which to buy photo supplies for 
his export business. “The sales- 
man seemed happy to see me,” he 
recalls. 

A few more such trips and he 
was initiated to meet Mr. Wil- 
loughby. The meeting resulted in 
the creation of a Willoughby’s ex- 
port division, which became a mul- 
ti-million dollar business in less 
than two years with Mr. Hirschfeld 
at its head. + 
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MORE PROOF 
THAT THE TRIB GETS TO 
MEN IN THE DRIVER’S SEAT... 


The latest Herald Tribune Home Study—in Nassau and Suffolk counties— 
shows that 95.7% of TRIB families own an automobile... 
almost half of these cars are 1955 models or newer...and one 


out of four TRIB families own two or more automobiles. These are the NEW YORK 
quality families who buy quantity ...at a profit! You’re missing plenty WH (d “sb 54 bu e 
if you don’t reach this high-powered quality market of the eva Tl n 
= Herald Tribune. Get complete details... today! TODAY'S VITAL NEWSPAPER! 
Py We 230 West 41st Street, New York 36, N. Y. 
mA 


© A European Edition of the Herald Tribune is published daily in Paris 
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Campus Casual Company sold over 27,000 drinking team 
si at $5.75 each during the first four months that 


Catalina sportswear reports PLAYBOY produced, “*. . . the 
largest single amount. of inquiries produced by” any 
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The Editorial Viewpoint... 


The ‘Sponsored Article’ Returns 


It is quite clear that creative advertising men are taking to heart 
all the admonitions they have been hearing about the difficulties of 
really making an impression with advertising. Every day, almost, 
someone springs a new advertising approach in an attempt to breach 
the protective barrier with which American consumers surround 
themselves. 

A couple of weeks ago it was Weiner & Gossage running copy for 
Irish whisky which started—and ended—in the middle of sentences, 
so that if the reader wanted a completely connected advertising story 
he had to assemble three or four weekly ads. 

Now it is the Leo Burnett Co., with signed articles running as three- 
page ads—first one for Chrysler signed by Dwight Bombach, Burnett 
copy supervisor, and then one for Marlboro signed by Leo Burnett. 

Running signed articles as advertising is not a new device; such 
essays, signed by celebrities and experts, were fairly common in the 
days before everyone became too busy gimmicking up ads to worry 
much about copy content; but the Marlboro ad by Leo Burnett prob- 
ably deserves to be called a “first,” since it is probably the first time 
the head of an ad agency has written a trade paper article explaining 
the thinking behind one of his campaigns and then induced his client 
to pay space rates for publishing it. 

The Chrysler ad may indeed be sound advertising; it might induce 
potential auto buyers to give more consideration to Chrysler cars 
than they would if it had not run. But we assume the Marlboro essay 
was run for some other reason than that of making any substantial 
number of Marlboro converts among the general smoking public. At 
the very least, let’s say that few cigarets have tried to sell them- 
selves to the public by explaining the advertising and marketing 
strategies they employ. 

But this is beside the point here. What we started out to do was to 
express the fervent hope that the Burnett agency has not set a new 
advertising fad which will shortly be mimicked by a dozen or so 
others; and that Weiner & Gossage will be left more or less severely 
alone in their intriguing notion of starting and ending whisky ad- 
vertisements in the middle of sentences or even of words. 

We can stand innovation in this business. But it is doubtful if 
advertising can withstand very many more full-fledged fads which 
attract hosts of followers. 


Newspaper Frequency Rates 


It is a good thing to see more and more newspapers re-arranging 
their rate sjructures so as to supply an incentive for continuity and 
frequency. 

Newspapers in particular have tended to have flat rates for nation- 
al advertisers, in sharp distinction to broadcast media which have 
stressed compulsory cycles, and they have suffered from this policy. 

The few studies of frequency among national newspaper advertisers 
which have been made public have shown a truly astounding situa- 
tion. In a medium which goes to its readers daily, there are literally 
thousands of substantial national advertisers who think a schedule of 
three or four insertions, or six or eight or ten a year, represents an 
“adequate” advertising appropriation. 

Anything which newspapers can do—and setting up discounts for 
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Gladys the beautiful receptionist 


= 


—Edward Bozorth, St. Georges & Keyes Inc., New York. 
“He says all advertising is done at the loce level.” 


frequency is certainly one of the important things—to induce adver- 
tisers to use more insertions per year will benefit both newspapers and 


advertisers. 


The Trade Press in Fiction 


Undoubtedly it was inevitable. And maybe we should be pleased 
with the more and more frequent appearance of the advertising trade 


| press in the endless stream of advertising fiction being poured down 
| the public’s gullet. 


Seems to us it was only a month or two back that a novel about an 
agency pr man cast an advertising trade paper in the pleasant role of 
all-important savior of a man’s reputation. Now another author sees 
the trade press in a somewhat different light: 

“The trade press acquitted itself admirably,” author Edward Steph- 


ens says in “A Twist of Lemon,” “rising to the full extent of its medi- 
ocrity, getting lots of facts, getting some of them straight, and pre- 
senting them all in the manner of a top-flight high school newspaper.” 

Well, we’ve seen worse writing (even in the ad business) than some 
top-flight high school newspapers we could name, so we'd be inclined 
to skip that; but we’ll be d----d in the worst high school journalistic 


tradition if we’ll let any author tell his readers that ADVERTISING AGE 


runs a headline, “Willoughby Perforates,” to mark the fact that an 


ulcer has caught up with Mr. Willoughby. 
Don’t know where you went to school, Mr. Stephens, but that’s 
strictly low class corn and not top-flight high school journalism in 


our book. 


What They're Saying 


Industrial Designer's Dilemma 
As Richard Latham has said, “A 
designer is a person who vows to 


apply art to the world as it oper-| 


ates.” And this is partly what dis- 
tinguishes him from the fine artist. 
The industrial designer is respon- 
sible not only for the expression of 
his talent, but for the expression of 
his talent in a way that best serves 
both human and commercial needs. 
And he usually has to do this with 
a great many prosaic restrictions. 
He cannot wait for inspiration—he 
has to summon inspiration. No less 
an artist than Charles Eames has 
described one design project as “a 
matter of doing the best we could 
between now and Tuesday.” But 
the responsibility for getting some- 
thing done does not relieve the de- 
signer of the responsibility for ex- 
cellence. Eames followed his state- 
ment with the reminder that “the 
best you can do between now and 


Tuesday is still a kind of best you 


a 
— 


can do.” And that is an extremely 
perceptive statement of both the 
professional attitude and the pro- 
fessional dilemma. 


—Charles E. Whitney, publisher, In- 
dustrial Design, speaking at the 14th 
annual design conference, ASID, in 
Bedford Springs, Pa. 


For the Sake of Change? 

{The 1959 Ford line, like the 
Thunderbird, is a] perfect exam- 
ple of the beauty that can result 
when function, design, and styling 


are perfectly wedded. We believe | 
this is the kind of styling that must 


win over the long pull. People get 
fed up with the extravagant styl- 
ing, just as they got fed up with 
Victorian houses when gingerbread 
ornamentation went to preposter- 
ous extremes. Just last year people 
rebelled when designers tried to 
foist the sack dress off as good 
taste. Change just for the sake of 
change is not good enough. 


—J. O. Wright, vp, Ford Motor Co., 
General Manager, Ford Division. 


Rough Proofs 


“ANA to seek study of maga- 
zine audiences,” the headline says. 
This may be where you came in. 


Lovers of the sport of kings will 
be disappointed to learn that the 
new tv film series, “Bold Venture,” 
has nothing whatever to do with 
the Kentucky Derby. 


Miles Wallach thinks mechanical 
methods of recording tv viewing 
may indicate some members of the 
audience who aren’t actually there. 

How about reviving that famous 
Toledo water meter system? 


“While Catholics are only 20% 
of the U. S. population,” says Our 
Sunday Visitor, “they account for 
30% of the births of this country.” 

The future looks bright for No- 
tre Dame football teams. 


AA’s Washington editor says 
U. S. citizens are so fertile Census 
population forecasts have had to 
be revised sharply upward. 

And still some economists com- 
plain about the lag in productivity. 


Desilu Productions will offer 
525,000 shares of its common stock 
to the public, which has already 
demonstrated conclusively that it 
loves Lucy. 


William F. Carr predicts that 
newspaper classified will ultimate- 
ly represent 25% of total linage. 

And that’s revenue the tv boys 
will have trouble tapping. 


Because medical men introduce 
new and better drugs to their pa- 
tients, the author of “The Doctor 
Business” calls them shills for the 
manufacturers. 
| What is he shilling for—snake 
| oil? 


“Iowa is buying!” exclaims Wal- 
laces’ Farmer, which is not refer- 
ring to the enormous demand for 
transportation and tickets for the 
Jan. 1 appearance of the Iowa 
Hawkeyes in the Rose Bowl. 


“What you want to know about 
hair colors,” is the all-embracing 
title of an article in October Mc- 
Call’s, which is going to help mama 
to bemuse, bewitch and bewilder 
| the other members of her family. 


| a 

Why doesn’t some public rela- 
tions-minded gun manufacturer 
hail the advent of the deer season 
| by telling sportsmen how to avoid 
getting shot by other eager and en- 
thusiastic Nimrods? 


. 
| 


| Recording & Statistical Corp. re- 
fers to the Frankenstein of payroll 
accounting, forgetting that it was 
| Frankenstein’s monster who caused 
‘all the trouble in the story. 


* 
“WJR’s policy of single-spotting 
has been found quite refreshing on 
the part of advertisers.” 
Not to mention the viewers. 


Copy Cus. 
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NOW! THE FUTURE OF YOUR BRAND is being written on cash 
register tapes only inches away from the spot where Everywoman’s 
Family Circle is sold: in the stores of 110 expanding grocery chains 
that make or break your brand. Unless you’re in Family Circle, 
you're not concentrating on the market that registers nearly three- 
quarters of all chain grocery volume, better than half of any 
successful brand’s total volume. Sold right at the cash registers that 
add up sales to the tune of $13 billions annually, Family Circle is 
the most efficient and selective mass medium ever devised. Over 
5,000,000 customers check out with Family Circle each month...and 
take home $6 billions in groceries each year! No wonder advertisers 
have given this gets-results-faster magazine a resounding 33% page 
gain for the last quarter of 58! Use Family Circle to protect your 
brand against all comers! Advertise in the only major medium that 
gives you customers where they count—where your sales are counted: 


AT THE CASH REGISTER! 


September — ¢ 
Family Circle is 


ringing up new J October - SyO00,000 
November — 5,400,000 


eae een — ae Publisher's Estimates 
magaz ne you need pe NEWS FLASH! Effective immediately Family Circle’s guarantee 
for the lif , ; will be based on the average of issues used by an advertiser. 
e you lead See your representative for details! _ 
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heads of Elks households are 
owners or officials. Only 1 publication 


CHICAGO 1 
360 N. Michigan Avenue 


your key toa 


LEADING BUSINESSMEN'S 


MARKET 


In the latest Starch Consumer 
Magazine Report, 34.2% of the 


leads The ELKS Magazine 
in this classification. 


Elks high median income of $6,798 is 
exceeded by just 6 of the 55 magazines 
reported. In ownership of household poss¢ssions, 
Elks rank Ist in more Starch categories 


than any other men’s magazine. 


Advertise in The ELKS Magazine for a profitable 
sales appointment with a leading businessmen’s market. 


usiness 


our copy of our booklet, 


More information? Write for 
MAGAZINE “The Elks Market” 


NEW YORK 16 
386 Fourth Avenue 


LOS ANGELES 17 
1709 W. 8th Street 


7-COUNTY PULSE REPORT 


KALAMAZOO-BATTLE CREEK AREA — MARCH 1958 
SHARE OF AUDIENCE — MONDAY-FRIDAY 


6 A.M. - 12 NOON 
12 NOON - 6 P.M. 


WwKzZO 


Station “B” 


Station oagere 


6 P.M. - 12 MIDNIGHT 


32 
29 
30 


22 
22 
20 


KOLN-TV — LINCOLN, NEBRASKA 


Associated paith 


WMBD TV —. PEORIA LINOIS 


BUT... You'll Make 
A Happy Landing 


In Kalamazoo - Battle Creek 


With WKZO Radio! 


The WKZO Radio crew will navigate 


sales for you in Kalamazoo-Battle Creek 
every day and night, with an audience 43% 


larger than that of the next station. 


The 


WKZO morning flight (6 a.m.-noon) averages 
as many passengers as the next two stations 


combined! 


Make your reservations now — with Avery- 
Knodel — for a happy landing in Kalamazoo- 
Battle Creek and Greater Western Michigan. 


* Marion ‘‘Pat” Boling did it from Manila to Pendleton, 


Ore. on August 1, 1958 — 6,979 miles! 


WKZO 


CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 
Avery-Knodel, Inc., Exclusive National Representatives 
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Getting Personal 


Field & Stream report: Brown Bolte, president of Sullivan, Stauf- 
fer, Colwell & Bayles, who had never shot at any animal in his life, 
recently took a duck hunting trip in Canada where he proved to be 
the marksman of the camp. 
His bag was 35 ducks . . . Not 
so lucky were George Gilbert, 
vp of Wexton Advertising, 
and Hank Herny, promotion 
director for Simmon Omega— 
their seven-man hunting par- 
ty in the Catskills bagged a 
grand total of two rabbits and 
one partridge... Paul W. 
Roder, ad vp of Ciba Phar- 
maceuticals, and Lucien J. Si- 
chel, vp and counsel, are back 
from their annual two-week 
fishing expedition at Bldck- 
ville, New Brunswick, with 
tales of 45 fish (Atlantic fresh 
run salmon) that didn’t get 
away. Five of the biggest 
were rushed back to the Ciba 
dining room in Summit, N. J., 
where they provided the main 
bill of fare at a recent lunch- 
eon meeting of the exec com- 
mittee ... 

John J. Louis Jr., now on a 
12,000-mile air trip to eight 
South American countries for 
Johnson’s Wax, is going not 
only as international ad and 
pr director but also as co-pilot 
of the company plane... Rod 
Erickson, who heads Warner 
Bros.’ worldwide tv sales op- 
eration, is on a round-the- 
world flight with his wife, Jean, looking into the world market pros- 
pects for Warner’s telefilms. . . 

It’s now three boys, one girl in the Marion Harper Jr. family. Reid 
Millan, 8 lb., 4 0z., was born Nov. 13 to the McCann-Erickson presi- 
dent and wife Virginia... 

Al Warmingham, ad manager of The Journal-Courier, New Hav- 
en, is doing fine after minor surgery ... 


ADMAN AND FRIEND—William M. 
Ziegler Jr., vp of Compton Adver- 
tising, has been elected to the board 
of directors of the Stamford Mu- 
seum & Nature Center. Mr. Zieg- 
ler, whose abiding interest in ani- 
mals extends back to his boyhood, 
is also on the board of directors 
of the Friends of Animals Inc. of 
New York. 


OFF TO HAWAII~—The Hawaii-bound foursome here is Ed Kimball, 


(left), advertising sales director of Parade, Bill Menne, president 
of the Menne Co., West Coast ad representative, and their wives. 


Mrs. Catherine Jones Wheeler and James H. S. Ellis, former head 
of the Kudner Agency, were married Nov. 6 in Reno, Nev. After a 
wedding trip to Europe, the couple will reside in Reno... Muriel 
Gelber, on the edit staff of This Week Magazine, and Walter Nei- 
man, assistant to the exec vp of WQXR, New York, were married 
recently. They honeymooned in Puerto Rico and the Virgin Islands 
...Elizabeth Guyer, on the edit staff of The New Yorker, and 
Don Ebel, in the ad department of National Carbon Co., will be 
married in the spring... A February wedding is planned by Nancy 
Walker, in the ad department of Harper’s Magazine and The Atlan- 
tic, and H. Kimball Faulkner, with the New England Trust Co... 
Also newly engaged are Carol Smith, merchandising manager of 
Vogue Pattern Service, and Charles Allan Herndon Jr., with N. W. 
Ayer & Son, Philadelphia ...In December, Fred Hertz, production 
manager of Gotham Recording Corp., will marry his assistant, 
Eve Mayer... 

Charles G. Mortimer, president of General Foods, in mid-Novem- 
ber celebrated his 3lst wedding anniversary and 30th year with 
General Foods ...A 7 lb., 5 oz, son, named Jonah, was born Nov. 9 
to Milt Moskowitz, on AA’s New York edit staff, and wife Jean Rae. 
Their first son, Eban, will be three in February . . . Harlan C. Judd, 
Wilson, Haight, Welch & Grover, has been spending his evenings 
working with the production committee for “Visit to a Small Planet,” 
presented by the New Britain, Conn., Repertory Theater... 


B. D. Adams, president of Burke Dowling Adams, has been 
awarded the Haitian government’s Medaille Honneur et Merite for 
his contribution to the development of tourism in the island repub- 
lic. The agency has handled the Haitian account for the past five 
years ... Lloyd E. Yoder, NBC vp and general manager of WNBQ 
and WMAQ, Chicago, was one of 50 former Denverites receiving 
distinguished citizens awards at Denver’s 100th birthday party. Mr. 
Yoder was manager of Station KOA in Denver for 12 years... 
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for the period ending September, 1958 


The Washington Post and Times Herald 
gained 15,000 Sunday circulation 
over the same period a year ago. 

This brings the total up to 435,225. 

The daily circulation, with a newsstand 


and street sale price increase from 5c 


to 10c per copy on January 6, 1958, 


remains in excess of 390,000. 


Represented By: Sawyer, Ferguson, Walker Co.—New York, Chicago, De troit, Atlanta, Philadelphia, San Francisco, Los Angeles; Joshua B. Powers, 
Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter Co., Florida Hotel 
and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New England Hotel a nd Resort adv. rep.--West Roxbury, Massachusetts; Lou Robbins, New York 
and New Jersey Hotel and Resort adv. rep.—1 265 Broadway, N.Y., N.Y.; Puck , The Comic Weekly; Robert S. Farley—Financial Representative in New. York. 
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SERVICE WEEKLIES 


sic tHree” || ME 
OMMAND BRAND DEMAND 


THROUGHOUT THE $10,523,000,000 MILITARY CONSUMER MARKET 


; The world-spanning, top circulation TIMES Service Weeklies ore the funda- 
mental and final answer to immediate and enduring sales promotion produc- 
tivity within the Armed Forces. Only the TIMES Publications reoch the market- 
wide mass readership that mass merchandising demands. Only the TIMES 
Publications can establish and build sales and acceptance for your brand 

ia throughout the gigantic, global military consumer market— with combination 
“Tone ed ¥ MARKEY. rate economy and near-saturation coverage of servicemen ond dependents. 


geet ae Write for the new military market information book — 
“MASS SELLING AND SAMPLING TO MILLIONS” 


ARMY TIMES 
NAVY TIMES 
AIR FORCE TIMES 
(Members ABC) 


ARMY TIMES PUBLISHING CO. | 


2020 M Street, N.W. © Washington 6, D.C. 


U. S$. OFFICES: Boston, Charleston, $.C. Chicago, Dallas, Detroit, 
iiomi ji ‘ 


FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Advertising Age, November 24, 1958 


'P-I-P Stamp Plan | 


Offering Insurance | 


St. Louis, Nov. 18—P-I-P 
Stamps Inc., which last winter an- 
nounced it was readying a life 
| insurance-via-trading stamps plan 
| (AA, Feb. 17), has formally 
launched that plan through retail- 
ers here. 

Under the plan, retailers issue 
blue and gold Dollar stamps for 
|each $1 of trade. A book of 200 of 
|these stamps is redeemable for a 
'$200 one-year term life insurance 
|policy written by Republic Life 
Insurance Co., Chicago. 

The P-I-P (Purchasers Insur- 


‘Bows in St. Louis | 


} 


ance Plan) operation is similar in | 
principle to another stamp plan) 
launched last month in Seattle by | 
Insurance Premium Stamps, Mis- | 
soula, Mont. (AA, Oct. 14). 
a St. Louis retailers participating | 
|in the new P-I-P plan include the | 
Molls supermarkets, Glaser drug | 


launched in Columbus! 


rest of the nation. 


with you. 


f 644,822 


population, and still growing 


Columbus has experienced an astonishing popula- 
tion growth of 28.10% in seven years. Plans call 
for a city of twice World War || population. 


No. 


test market in the 
midwest... 


Many brands now famous American household words were 


We understand new products and the problems involved 
and we're more than happy to share our testing experiences 


Best of all, Columbus is an economical test market .. . for 
one paper does it! The Dispatch is read in 4 out of 5 
Columbus homes daily, and 9 out of 10 on Sunday. 


The 
Columbus Disputch 


. OHIO'S GREATEST HOME NEWSPAPER 


Represented by: O'MARA & ORMSBEE, INC. 
New York, Chicago, Detroit, San Francisco, Los Angeles 


Resort Representatives: 
McASKILL, HERMAN & DALEY, INC., Miami Beach 


stores, Schnuck Giant Value su- 
permarkets, independent grocers 
affiliated with the General Gro- 
cery Co. cooperative, and more 
than 150 Standard Oil stations. 

Also handling the stamps are a 
group of auto dealers, representing 
most of the major car lines, who 
have formed the Automobile Deal- 
ers P-I-P Advertising Assn. and 
plan to advertise jointly on the 
Dollar stamp promotion. The first 
of these ads, appearing in Nov. 12 
dailies, listed nine cooperating 
dealers. 

The dealers are offering 1,000 
Dollar stamps with each new car 
sale and 500 stamps for each used 
car. On service sales stamps will 
be given at the rate of one for each 
$1 of service. 

Spearheading the local promo- 
tion by P-I-P itself is a heavy 
schedule—color pages to a series 
of b&w ads—in the St. Louis Post- 
Dispatch and St. Louis Globe-Dem- 
ocrat. Supporting tv spots will fea- 
ture a series of quick-change still 
photos. A saturation radio cover- 
age will include a give-away of 
10,000 Dollar stamps by dise jock- 


'eys on KWK, St. Louis. 


and the 
Columbus Dispatch 


| 


Columbus is a community with universal tastes and buying 
habits. If Columbus says "Yes" . . . you can bank on the 


s Later in the campaign a “Dollar 
stamp extra dividend week” will 
use b&w ads in the two dailies; 
dividend checks good for extra 
stamps will be offered. 

More than $250,000 has been al- 
located for the initial local promo- 
tion, according to Ralph E. Flan- 
nery, president. Gardner Advertis- 
ing Co., St. Louis, handles the 
account. 

P-I-P, whose offices are at 8251 
Maryland Ave. here, has not speci- 
fied when and where it intends to 
expand its market beyond St. Lou- 
is, but its national aspirations were 
spelled out last winter when the 
plan was first announced. + 


Chicagoans to ATAS Board 

The Chicago chapter of the 
Academy of Television Arts & Sci- 
ences has elected three of its of- 
ficers as the chapter’s representa- 
tives on the national board of 
governors of ATAS. They are Irv 
Kupcinet, Chicago Sun-Times col- 
umnist and chapter president; 
Frank Atlass, WBBM-TV program 
director and the chapter’s Ist vp, 
and Ned Williams, secretary of the 
chapter. The number of represent- 
atives is based on the chapter’s 
present membership of 342. 


Nat'l Research Bureau Lists 
"Working Press of Nation’ 

The National Research Bureau, 
Chicago, has issued the 1959 edi- 
tion of “Working Press of the Na- 
tion.” In three volumes, it includes 
names of more than 100,000 exec- 
utives, editors and assistants in a 
newspaper and allied service di- 
rectory; magazine and editorial di- 
rectory; and radio, television edi- 
torial directory. It can be obtained 
by contacting the bureau at 415 N. 
Dearborn St. 


MICHIGAN AVENUE 
OFFICE SPACE 


Entire 11th floor — 7500 sq. ft. 
IDEAL AGENCY FACILITIES 


@ 21 Private Offices 


@ Carpeted Reception Foyer 
and Executive Offices 


@ Spacious Service Area 
@ Air Conditioning Optional 
OTHER UNITS AVAILABLE 
CARBIDE & CARBON BLDG. 
230 N. Michigan Avenue 
(A Distinguished Address) 
CALL BELL & HEFTER 
ANd. 3-5555 
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The New Yorker setting helps make a difference in sales:results 


for many advertisers, large and small, in many fields. Last 


fae MORE: es 600 adver ia $ ais T Ww New Yorker* as 


Aire York, Chinage, Stn Francisca, has Angcits, dilenta, London | 
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Cabinet Officer 


Should Handle U. S. | forward on every occasion. + 


PR Abroad: Brower 


WASHINGTON, Nov. 
H. Brower, 
Barton, Durstine & Osborn, New 


18—Charles | 
president of Batten, | P©e appointed to handle adver- 


Advertising Age, November 24, 1958 


would be to speak for America—to | ‘Military Automation’ Becomes ruary, 1959, issue, the publication’s 


see that America put its best foot | 


| Bear Brand to Jones Frankel 
Jones Frankel Co., Chicago, has | 


|tising for Bear Brand Hosiery 


York, believes the U. S. needs a|©° Chicago. George H. Hartman 


new cabinet member to sell Amer- 
ica to the world. 

Speaking before the national 
sales conference of the Treasury 


Department’s savings bond divi-| 


sion, Mr. Brower asked: 


Co. formerly handled the account. | 
Jones Frankel also has named} 


‘Military Systems Design’ 
Instruments Publishing Co., 


| Pittsburgh, will change the name 
|of its Military Automation to Mil- 


itary Systems Design, effective 
with the November-December is- 
sue. The new name will “better 
define the publication’s editorial 
function “and keep pace with 
changing techniques and compon- 


circulation will be increased to 25,- 
000 men in government and indus- 


Cadillac Names Schaupner 

J. P. Schaupner Jr., formerly 
assistant advertising manager of 
the Cadillac division of General 
Motors Corp., Detroit, has been 
|named merchandising manager of 


|Mrs. Roberta Lowe Friz, previous-|ents in the military equipment |the division. He replaces W. T. La 
ly with Roman Advertising Co.,| market,” according to the publish- |Rue, who was promoted to assist- 


St. Louis, a fashion copywriter.' er. Starting with the January-Feb- | ant general sales manager. 


Purtield to Hoyt Howard 

Jane Purfield, formerly with 
Hockaday Associates, Charm, and 
J. M. Mathes Inc., has joined Hoyt 
Howard Inc., New York, advertis- 
ing art specialist, as vp in charge 
of traffic and production. 


Sunset Appoints Getschal 

Sunset Stores, metropolitan New 
York tv and appliance chain, has 
appointed Getschal Co., New York, 
to handle its advertising and mer- 
chandising. 


“Why can’t we, who are the| 
greatest advertisers and salesmen 


in history, sell democracy? Why 
are we so good at selling soap and 


refrigerators, and so poor at selling 


democracy? 
“The answer,” he said, “is: We 
have no advertising manager, no 


sales manager, no director of pub- | 


lic relations.” 

He suggested that the President 
appoint a new cabinet member to 
head a department whose job 


New York is 
a parade, | 
a suburban picnic, | 
5 million growing 
families. New York 
is The New York 
Times. New Yorkers 
live by it— 

with the most 
news, and the most 
advertising. 


| 
| 


| 


How to round up...and imprint your brand 
...0n 893,000 exclusive customers ! 


The Inquirer is the only place to catch these 893,000 potential buyers of your product in 
Delaware Valley. They just don’t read Philadelphia’s other major daily. They’re Daily 
Inquirer exclusives. Miss them and it’s like passing up every man, woman and child in 
corporate San Francisco. 


The grass is even greener in Delaware Valley suburbs because it reflects the extra dollars 
of the Valley’s bigger earners and spenders. Viz: suburban Delaware Valley buys 64% 
of the automobiles and 55% of the furniture and appliances sold in this area. Away from 
the city’s roar and bustle, the Daily Inquirer has 578,000 exclusive readers—a tidy packet 
of prospects you can’t corral in the other major daily. 


When you’re heading for the next roundup, be sure you talk to the Daily Inquirer’s 893,000 
exclusive prospects . . . its 1,352,000 total adult readers. 


For all the facts, all the figures, send for the extract of ‘Phila- 
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Advertising Age, November 24, 1958 


New Book Tells How to 
Use Color in Business 

“Color Planning for Business & 
Industry,” by Howard Ketcham, 
has been published by Harper & 
Bros., New York. Mr. Ketcham, 
president of Howard Ketcham Inc., 
color designer and illumination en- 
gineer, tells how color sells, and he 
traces the uses of color through the 
ages. He uses case histories to 
show how color improves safety, 
builds prestige and peps up adver- 
tising and promotion. 


Included are chapters on how to 
plan: Color for products, color in 
direct mail advertising, color in 
make-up, women’s wear, men’s 
wear and interior decoration. Price 
is $5.95. 


Standard & Poor's Buys Book 
“Security Dealers of North 
America,” directory of investment 
companies in the U.S. and Canada, 
published by Herbert D. Seibert & 
Co., New York, since 1922, has 
been bought by Standard & Poor’s 


Corp., New York, for an undis- 
closed sum. It will continue publi- 
cation of the semi-annual] direc- 
tory and monthly revisions. 


Upjohn Boosts Gaunilett 

J. C. Gauntlett, formerly direc- 
tor of advertising, Upjohn Co., has 
been appointed vp in charge of in- 
ternational operations. His succes- 
sor has not been announced, but 
J. L. Deal, manager of the sales 
promotion department, is expected 
to assume Mr. Gauntlett’s duties. 


Downtown St. Louis 
Group Appoints 
Gardner for Drive 


St. Louis, Nov. 18—Gardner 
Advertising Co. has been named 
to handle the advertising program 
of Downtown in St. Louis, a group 
engaged in promoting and rede- 
veloping the city’s central business 
district. 

The ad program is to be de- 


The Philadelphia Prguiver 


Good Mornings begin with The INQUIRER for 1,352,000 adult daily readers 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 
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CHICAGO 
EDWARD J. LYNCH 
N. Wacker Drive 
Andover 3-6270 


DETROIT 


RICHARD I. KRUG 
enobscot Bidg. 
Woodward 5-7260 


o—_ 


SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


LR SERS tgs, ey 5 
Pe ye ied cules eS 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 56-3557 
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| Sones to help point out the ad- 


vantages of downtown St. Louis as 
the commercial, shopping, office 
and civic hub for the entire metro- 


| politan area. Newspapers, radio, tv 


and other media will be used. 

Gardner has appointed Frank 
Helper, vp, as account supervisor, 
and James Bridewell account ex- 
ecutive. + 


Moore Adds Two Accounts 


Atlantic Coast Industries, Hobo- 
ken, N. J., has appointed Moore & 
Co., Stamford, Conn., to handle 
advertising and sales promotion 
for the corporation and all subsid- 
iaries. These include Bridgeport 
Rolling Mills Co., International 
Chemical Specialties Corp., Brick- 
seal Refractory Co., Atlantic Coast 
Fisheries Co., Saverite Engineering 
Co., Industrial Metals Corp., Xzit 
Chemical Co., Fish Machinery 
Corp., and Industrial] Chemical 
Specialties Corp. Moore also has 
been named to handle advertising 
for New Medical Techniques Inc., 
Stamford, maker of a spray-on 
medicated bandage. 


Only the 


ROTARIAN 


brings your sales message to 
this concentrated 
“action audience" 


Every copy reaches an active 
businessman who can makea 
decision to buy your product! 


bet te 


are active in < 
business management! 


90% 


play an active part 
in company buying! 


7 f= 


84% 


ore active 
homeowners! 


54% 


are in companies 
operating 1,265,217 trucks! 


82% 


ore active travelers! 
(more than 12 trips o year) 


53% 


actively influence 
civic government 
buying! 


and... this ‘'man-of- 
action” has an average in- 
come of $14,429 to make him 
an active customer for in- 
surance, travel, sporting 
goods and clothes. 


THE ROTARIAN reaches 
354,620 “men-of-action” at 
the low, low cost of only 
$3.72 per thousand! 

SEND FOR YOUR FREE 
COPY OF Market Facts, inc., 
complete study of the 
ROT ARIAN reader—the man 
who can buy your product— 
today! 

AN INTERNATIONAL PUBLICATION 
1600 RIDGE AVE., EVANSTON, ILLINOIS 
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/ located in Wauwatosa, a well-known Milwaukee suburb. 
“ils apa. The Wauwatosa News-Times is one of the outstanding iA 

— suburban newspapers that will distribute 
SUBURBIA TODAY each month beginning in January, 1959. 


| 
’ 


This is Mayfair, one of America’s newest selling centers 


In Mayfair’s four-block long rectangle of stores are 
some of the nation’s best-known retail firms including 
ps Marshall Field & Co., who selected Wauwatosa as the site 
of their first department store outside of Illinois. 
In architecture, location and merchandise, Mayfair will 


serve the pattern of living typical of the 378 suburban 
communities covered in depth by SUBURBIA TODAY. 
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The Magazine of Pleasant Places 


weld of Suburbia Toda 


... the world of elegant, but casual living enjoyed by families in 


suburban communities covered by SUBURBIA TODAY. 


SUBURBIA TODAY is the smart, new colorgravure magazine distributed exclusively by com- 
munity newspapers in selected suburbs of leading metropolitan centers. 


Modern as tomorrow, smart as today’s fashions, and zestful as tonight’s cocktail, SUBURBIA 
TODAY captures the charm, the interests and the conviviality of suburban families who have a 
flair for finer things. It is published exclusively for distribution in selected suburban communities 
identified by high-income, home-owning families who enjoy the elegant, but casual suburban way 
of life. 


SUBURBIA TODAY follows the most modern shopping centers, the giant new supermarkets, the 
smart shops and show rooms to the golden land of preferred customers— suburban families whose 
discerning tastes are matched by the buying power to fulfill their greater needs. 


The million-plus circulation of SUBURBIA TODAY is no ordinary million, 


Its unique concentration and depth coverage of 378 selected suburbs provide advertisers an 
unprecedented opportunity to focus their sales messages on today’s most fertile market for quality 
products and cultivate local support from alert dealers who know the importance of community 
newspapers in reaching their customers. 


Plan now to keep SUBURBIA TODAY high on your 1959 list of media. Follow your most alert 
dealers to the wonderful world of SUBURBIA TODAY, the magic key to a golden market. 


SUBURBIA TODAY continues to add qualified newspapers and markets. Its growing circula- 
tion, already 1,162,155, represents a valuable bonus over the distribution guaranteed on the 
current rate card which is effective through June, 1959. Contact your SUBURBIA TODAY 
representative for a current list of outstanding suburban communities covered in depth by 
SUBURBIA TODAY through its 160 newspapers. 


Suburbia Today 


leonard S. Davidow, Publisher 
153 North Michigan Avenue, Chicago 1 
ANdover 3-1270 


NEW YORK 22: 405 Park Avenue, Plaza 5-7900 
DETROIT 2: 3-223 General Motors Bidg., TRinity 1-5262 
CLEVELAND 15: 604 Hanna Bidg., PRospect 1-4677 
LOS ANGELES 5: Blanchard-Nichols Assoc., 633 S$. Westmoreland Ave., DUnkirk 8.6134 
SAN FRANCISCO 4: Bianchard-Nichols Assoc., 33 Post St., YUkon 6-634! 
MIAMI 32: 3. Bernard Cashion, Chamber of Commerce Bidg., FRanklin 41-9941 
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ANOTHER RECORD 


In Total Linage 
Last month was the biggest October 
ever and the third largest month in 
our History. 
Here is a Fine Place 
To Do BUSINESS! 


The Fl Paso Cimes 


Morning and Sunday 


E] Paso Herald-Post 


Evening 


CAPITAL CITY 


The Fabulous ae 


Advertising Age, November 24, 1958 


Ads in France 
Push Coca-Cola as 
‘Different’ Drink 


several years, Sodico—French arm 
of McCann-Erickson—is trying to 
build a new product image for the 
drink in France. 

Gilbert Foll, the Coke account 
executive, told ApvVERTISING AGE 
that the basic theme of the cam- 
paign might be expressed as “Co- 
ca-Cola, the drink that’s differ- 
ent for people who are different.” 

Sodico lost the Coke account to 
Agence Havas several years ago 
after a political hassle in which 
wine producers and Communists 
joined hands to fight the invader 
from America. 

The McCann agency retrieved 
the business last year—two years 
after McCann-Erickson succeeded 
D’Arcy Advertising in the U.S.— 


raze AMA NEWS 


the best practical way to reach a class market of 210,000 
doctors with large discriminating purchasing power 


The doctor is a “man in motion,” not effectively reached by other mass media. His professional 
duties keep him on the go most of the day and night. He has little time for TV, radio or publica- 


tions outside of his profession. 


But he is a consumer. The doctor wants quality products and services for his family and himself, 
and he can pay for them. This market represents concentrated purchasing power for your products. 


And he’s more than just a consumer. The doctor is also a powerful influence in public thinking. 
A doctor’s purchase or recommendation often has strong implications to other potential customers. 


That’s why advertising in the AMA NEWS pays off. It brings increased sales, and it stimulates 


word-of-mouth advertising you can’t buy—the word of an opinion leader. 


Ads in the AMA NEWS also pay off through greater visibility. The AMA NEWS carries only 
7 pages of consumer-product ads interspersed through every 16-page issue—just another reason 
why the AMA NEWS is the best practical way to stop and sell the doctor on your product. 


THE AMA NEWS «++ published by American Medical Association 


535 North Dearborn Street, Chicago 10, Illinois 


Eye ke ee ae Mr eye ae 


PEEL IS FoR Vas eR Ne Dia) See SINE 2 


Paris, Nov. 18—Back on the! 
Coca-Cola account after a lapse of | 


' §oif d’autre chose... 4 


and in March of this year a major 
new campaign was launched. 


s Featured in the new ads, Mr. 
Foll explained, are “modern 
French youth—dynamic, individu- 
alistic, young sportsmen with 
minds of their own and a thirst for 
all in the world that is new and 
different, young men and women 
equally at home climbing moun- 
tains, breaking horses or skin-div- 
” 


The keynote of the campaign is: 
“Soif d’autre chose. . . Soif de Co- 
ca-Cola!” This might be translated 
as: “Thirsty for something differ- 
ent . . .Thirsty for Coca-Cola.” 

Supplementing this general 
campaign is another set of ads 
showing people at work and using 
an adaptation of the old US. 


AYrheure de la pause... ; 
. sa ' ais ai ’ 


met 


Soif de Coca-Cola! 2%. 


caiews, Cet agree 


reser vonenie dams nie 
porte quct effect - <oihh quai disainéve, met “em forme” er fait 
cee “Create 66st amten shone 


POUR LES 48UNES DE TOUS its AGES 


theme line, ‘““Pause that refreshes.” 
These ads are headlined: “A V’heu- 
re de la pause. . .Soif de Coca-Co- 
la!” 

All of the ads sign off with the 
slogan, “For the youth of all ages.” 


® Sodico is using three big-circu- 
lation magazines—Ici Paris, Paris- 
Match and Selection du Reader’s 
Digest—to carry the new Coke 
message. Full-color and b&w pages 
are being used, running at the rate 
of five to seven insertions per 
month. 

Mr. Foll reported that since the 
campaign started sales have shown 
“an upward trend, despite excep- 
tionally poor weather in July and 
August.” 

The campaign alsc was used to 
introduce Coke’s family-size bot- 
tle in France in July. # 


NARGUS & ‘Post’ Set ‘59 Push 
The National Assn. of Retail 
Grocers of the U.S. and The Satur- 
day Evening Post have scheduled 
a repeat in 1959 of a special food 
store promotion. Tagged “food 
store spectacular,” the NARGUS- 
Post campaign in 1958 included 
participation of 28 national brand 
makers. The ’59 promotion has 
been set for Oct. 15 and includes 
a special ad section in the Oct. 17 
issue of the Post. 
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Best-selling weekly magazine in America 


Her children are off to school... her husband is off to work .. . 
and her day is off to a bright start with TV Guide. 


First she’ll enjoy an article over her second cup of coffee. Then 
she’ll check the day’s program notes to see what’s worth watching. 
And when she’s done she’ll keep her TV Guide within reach, for 
handy reference through the day. 


You see,T'V Guide is more than a magazine. It is a part of America’s 
new way of life. For television has reshaped the pattern of family 
living . . . absorbing more time and interest than any other leisure 
activity. And TV Guide is the only national magazine that covers 
television exclusively and in depth . . . with news, articles and com- 
mentary about television programs and personalities. 


In short, TV Guide is a reader service magazine in every sense. Only 
this can explain its phenomenal hold on the American public. 
Today people buy more copies of TV Guide and read it more often 
than any other weekly magazine in publishing history. 


This unparalleled acceptance, this vital force that has made 
TV Guide a daily habit in six and a half million homes, is the 


A daily habit in millions of American homes 


measure of T'V Guide’s potential value to you as an advertiser. 


We earnestly suggest that you exploit this potential by putting 
TV Guide on your next schedule. 


TV GUIDE ADVERTISING REVENUE UP 14% 
DURING THE FIRST 9 MONTHS OF 1958 


Now, more than ever before, America’s blue-chip advertisers are getting 
on the TV Guide saleswagon! Current advertisers include Kraft, 
Du Pont, Kodak, Oldsmobile, General Foods, Lever Brothers, Borden, 
Campbell Soup, Alcoa, Colgate, Scott Paper and many others. Signif- 
icantly, although TV Guide carries a heavy load of tune-in advertising, 
most new TV Guide advertisers are placing product copy. The fact is 
TV Guide has proved its ability to sell products as powerfully, effi- 
ciently and economically as it sells programs. 


CIRCULATION: Rate base 6,500,000. Some 78% of this circulation is in 
single-copy sales, an unprecedented demonstration of public interest 
and acceptance. Black-and-white page rate is $2 per thousand—lower 
than that of any other major national magazine. 


A WEEKLY MAGAZINE...A DAILY HABIT 
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DISPLAYS 

and 

EXHIBITS 
call 


COAST TO COAST 


LONG DISTANCE MOVING 
Courteous, dependable drivers 


ss of D. P. Brother & Co. 


| Grant Names Two in Detroit; 
Adds Accoun: in Miami 


Grant Advertising, Detroit, has/ 


appointed James T. Downey an ac- | 
count executive on the Chrysler | 
Airtemp account and W. B. Wil-| 
braham director of merchandising. 
Mr. Downey formerly was mer- 
chandising director of Geyer Ad- 
vertising. Mr. Wilbraham previ- 
ously was merchandising manager 


Grant Advertising, Miami, has 
|been named to handle advertising 
for Gifts by Wire Inc., Delray 
Beach, Fla., a service which en- 
ables customers of drug stores to 
order nationa!!y advertised gifts 
delivered anywhere in the U.S. 


Matchabelli Splits Account 
Prince Matchabelli Inc., New | 
York, recently purchased by| 


Chesebrough-Pond’s from Vick | 


Advertising Age, November 24, 1958 


| Chemical Co., has switched its ac- 


count to two new agencies. The 
Prince Matchabelli and Simonetta 
lines of perfumes have been as- 
signed to J. Walter Thompson Co. 
The Seaforth line of men’s toilet- 
ries goes to Compton Advertising. 
Both appointments are effective 
Jan. 1. The present agency for the 


jentire account is Morse Interna- 


tional. 


‘Globe-Democrat' Promotes 3 

Elving N. Anderson, formerly 
retail advertising manager, has 
been named sales promotion man- 
ager of the St. Louis Globe-Demo- 
crat. Ben Magdovitz, a member of 
the staff since 1949, succeeds Mr. 
Anderson as retail advertising 
manager. Richard L. Sullivan, a 
member of the staff since 1924, 
has been named assistant national 
advertising manager. 


What's 


right for Texas . . 


Liebmann Move Seen 
Hinting Emphasis on 
New England Sales 


New York, Nov. 18—A curious 
development broke last week in 
the local beer industry. Liebmann 
Breweries, maker of Rheingold 
beer, announced the appointment 
of Mike Katz as its special repre- 
sentative in New England. 

Mike Katz is the son of Herman 
A. Katz, former vp and sales man- 
ager of Jacob Ruppert, maker of 
Knickerbocker beer, and still a 
director and consultant of that 
brewery. He reportedly draws 
down a fee of $50,000 a year as 
Ruppert’s sales consultant. During 
his tenure as Ruppert’s sales man- 
ager, he drew no salary, but re- 
ceived instead brokerage fees from 
all Ruppert sales in Connecticut, 
Massachusetts and Rhode Island 
through his New England whole- 
sale distributing organization, 
Country Club Soda Co., Spring- 
field, Mass. 

In 1954, Herman Katz suddenly 
left Ruppert (AA, Sept. 13, ’54). 
Ill health was given as the reason, 
but it was generally known that 
ja series of fractional disputes had 
|disrupted the management. 


|= Last year (AA, March 18, ’57), 
Mr. Katz rejoined Ruppert as a 


= | director and consultant. But Rup- 


|pert’s sales this year reportedly 
|are running quite a bit under the 
| 1,490,000 bbls. it sold in ’57, which 
|was about 50,000 bbls. under ’56. 
About 25% or better of Ruppert’s 
| volume is done in New England. 
|Reports persist that a number of 
Ruppert’s key personnel will be 
| moving out about Jan. 1. 
Meanwhile, Herman Katz has 
launched a new venture, Jenkins 
Reddy Made mixed liquor drinks, 
put out by Jenkins Spirits Corp., 
| Manchester, N.H., which he or- 


|e | ganized earlier this year (AA, Sept. 


right for New England ... isn't necessarily right for Texas! 


The Houston Chronicle's locally edited 
SUNDAY roto magazine . . . TEXAS 
. +. is written and edited to best serve 
the interests and desires of the people 
of the fabulous southwest. Because it's 


. it sells Texans! 


= | 1). The company’s sales reportedly 


are growing, and it plans to enter 
ithe New York market early in 
| 1959. 

| At Liebmann Breweries it was 
|said that Mike Katz is no longer 
| associated with his father and that 
|the younger Mr. Katz will be a 
| sales representative only, not a dis- 
tributor for Liebmann. He will cov- 
er Massachusetts only. At Ruppert 
no one was available for comment. 


s Among brewers and distributors 
here, the consensus seems to be 
that Liebmann is going after more 
volume in New England, which is 
likely to hurt Ruppert. It is also 
noted that the Katz family has been 
prominent and successful for three 
generations in the brewing indus- 
try in New England. # 


DREAMS CAN 
COME TRUE 


-Mr. Sales and 
Advertising Manager 


Here is what you need to 
increase sales! The best 
Silent Salesman yet—will 
outsell most talking sales- 
men! Win friends and 
customers . . . move your 
product off fioer or coun- 
ter ... reduce your sell- 
retail outlets. For full de- 
tails on this promotional 
product, now being in- 
troduced, write THE 
OHIO ADVERTISING 
DISPLAY CO., CINCIN- 
NATI 14, OHIO. 
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for Coca-Cola 


outdoor puts the s 
where it tells ! 


SIGN OF yh Ae TASTE 


T 
é 


2 Poster designed by McCann-Erickson Inc, 


t 
OUTDOOR SELLS OUTDOOR SELLS OUTDOOR SELLS OUTDOOR SELLS 


THE BASIC THEME PRODUCT IDENTIFICATION APPETITE APPEAL BRAND NAME 


Outdoor advertising really sells Coca-Cola because people see it at the right time— 
when they’re away from home and able to stop for Coca-Cola, and in the right place— 
close to the point of sale. That’s why Outdoor is basic in advertising for Coca-Cola! 


8 out of 10 people remember OUTDOOR Advertising! * 


Standardized Outdoor Advertising, 24 and 30-sheet Posters-and Painted Bulletins. 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


~ 
a 
eh oak 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK « ATLANTA - BOSTON . CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers — Starch Continuing Study of Outdoor Advertising., 
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ONE OF THE 
FIRST 100 MARKETS 


with 56 % population on ihe Illinois side 


Two Evening Newspapers that 
_ Cover 3 of the 4 Quad-Cities 


Advertising Age, November 24, 1958 


Flemming Plans 
‘War on Food, 
‘Drug ‘Quackery’ 


(Continued from Page 3) 
featured soy, organic salts, honey 
and other ingredients, all suppos- 
edly vital to make up for some 
missing ingredient in a normal diet. 


s FDA jurisdiction stems from its 
responsibility for honest labeling. 
It takes the posttion that the label 
must cover all the same claims 
which are expounded in advertis- 
ing, or the product is improperly 
labeled. 

The Secretary said at a press 
conference today that the food in- 
dustry as a whole is to be ap- 
plauied for the progress that has 
been made in recent years in pro- 


viding an ever-increasing variety 


THE TAMPA TRIBUNE- THE TAMPA TIMES 


MORNING AND SUNDAY 


- 
— 


Millions on the move 


” Florida! 


Cars with license plates from every state will be 
vacationing in Florida during the next few months as 
millions of Americans flock to the Sunshine State. 


They spend money! 


Last year, Florida’s more than 8 million visitors spent 
approximately $1.3 billion. Add this to the everyday buying 
of Florida’s 4.2 million permanent residents and you have 
some idea of the sales potential of this exciting profit-market! 


They read Florida newspapers! 


Even on vacation, the average American keeps up 
with the news—world, national and local. He reads the 
newspaper where he is! 


Sell them where they are! 


They are your customers—keep them buying your 
product while they are soaking up the good Florida 
sunshine. Plan some extra newspaper space in Florida—now! 


You can sell Florida’s three key market areas—at lowest 
cost and get top coverage—with Florida’s three big daily 
newspapers—The Miami Herald, Florida Times-Union and 
The Tampa Tribune and Times. 


Want more facts? Write us today. 


FLORIDA TIMES-UNION 


JACKSONVILLE 


EVENING TAMPA 
THE MIAMI HERALD Story. 
MIAMI 


So ED NATIONALLY By: 


The Katz Agency. Inc. 
Sawyer-Ferguson-Walker Co. 


Brooks & Finley.inc. 


of wholesome and nutritious food. 

Ordinarily, he said, today’s diet 
meets an individual’s health needs. 
While vitamin and mineral com- 
pounds have a recognized place in 
modern nutrition and preventive 
medicines, their use is a matter 
“for the physician and not the food 
quack or food faddist.” 

He said the American Medical 
Assn. has estimated that food 
quacks and faddists get as much 
as $500,000,000 a year from 10,- 
000,000 Americans. The Secretary 
said the most effective way to fight 
the “quacks” is through publicity, 
and said he has asked Food & Drug 
Commissioner George Larrick to 
call his attention to important de- 
velopments so that he can help 
FDA “bring them to the attention 
of the public.” 


# In addition to its own campaign 
against “quack” products, FDA hes 
cooperated with the Federal Trade 
Commission and the Post Office 
Department, the Secretary said. 
In recent weeks, postal authorities 
have issued a number of fraud 
complaints and orders to stop mail- 
ing by “quacks,” including several 
for “royal jelly” products. 

“One cannot help but note the 
opportunism with which some pro- 
moters take advantage of develop- 
ments of current interest in medi- 
tine and science to get attention 
to their products and their exag- 
gerated claims,” Secretary Flem- 
ming observed. 

As an example, he cited exploi- 
tation of research on the relation- 
ship between certain heart ail- 
ments and fat consumption. “Much 
more research is needed on this 
question,” he added, “but already 
food fad promoters are offering 
products which are supposed to 
protect us against heart disease but 
which actually are worthless for 
that purpose.” 


® He said the great public interest 
in problems of the aging has 
brought unwarranted claims for 
nostrums for older people. A re- 
cent example, he said, is “royal 
jelly,” a special food given by 
worker bees to the queen bee, en- 
abling her to grow several times 
larger, live longer and lay millions 
of fertile eggs. 

“Numerous promoters have put 
minute amounts of royal jelly into 
capsules, sometimes with vitamins 
and other ingredients, or into cos- 
metics, and offered these products 
to restore youth, beauty and vitali- 
ty, to overcome the effects of old 
age in humans,” he said. 

“For bees, royal jelly is indeed 
a miracle food, but it has no prac- 
tical value for humans as a food, 
drug or cosmetic. The claims made 
for it are groundless,” Mr. Flem- 
ming said. 

Some food supplements are sold 
on the “myth” that our soils are 
so depleted the foods they produce 
no longer provide normal nourish- 
ment, the Secretary said. “The 
facts are that research has demon- 
strated that the nutritional values 
of our crops are not affected by 
either the soil or the kind of fer- 
tilizer used.” 

Among the several royal jelly 
products seized by FDA under 
court orders, one containing royal 
jelly and vitamins was turned over 
to a hospital pharmacy for the 
charitable use of the vitamin con- 
tent. Among the products destroyed 
under court orders following sei- 
zure were “Beauty for Life Cap- 
sules,” a vitamin with royal jelly 
and gelatin product shipped by 
Helena Rubenstein Inc., New York. 
FDA charged it was misrepresent- 
ed as a product useful for beauty 
and nerves. # 


Dowd, Redfield Adds One 

Dowd, Redfield & Johnstone, 
New York, has been appointed to 
handle advertising for TelePromp- 
Ter Corp., New York. Cromwell 
Advertising Agency previously 
handled this account. 
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Mr. HARRY ULLMAN of Sterling Cloak Ltd., a philatelist of 
long standing, is one of 5,438 persons employed in Winnipeg’s 
needle trade industry. With 150 establishments in Winnipeg, 
sales last year exceeded $41,000,000. And that’s only part of 
the story of Winnipeg, Canada’s fourth largest market! 


Look at the facts: 

e Two major constructions were launched in November 1957 
as work started on the $5 million Simpsons-Sears depart- 
ment store in Winnipeg and the Campbell Soup Company 
plant near Portage La Prairie. 

e A recent milestone in Manitoba’s industrial development 
was the completion of a 30-mile CNR spur line from the 
Hudson’s Bay Railway to the new townsite of Thompson 
where the International Nickel Company is developing a 


mining venture. 


nay 
oF IN CANADA YOU GET ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS 


© RRR or 07 yememmaes 


e 1957 building permits for the City of Winnipeg, totalling 
$31,206,269.00, showed an increase of some $3 million 
over the 1956 level. 

e@ A $500,000 development and exploration program at 
Hanson Lake, 40 miles west of Flin Flon was announced 
by the Parrex mining syndicate in October 1957. 

Further evidence of Metropolitan Winnipeg’s growing pros- 

perity is in its retail sales figure of $399,212,000.* 

To cover Winnipeg’s 421,000 population you need The 
Winnipeg Tribune—73,000 copies sold prove this point 
every day. 

FREE MARKET INFORMATION 

Ask your Southam representative for a free booklet, featuring 


complete, up-to-date information on Winnipeg. 
“Sales Management, 1958 Edition. 


HAMILTON Spectator 
CALGARY Herald 


NORTH BAY Nugget 
EDMONTON Journal 


OTTAWA Citizen 
MEDICINE HAT News 


GO-6772 


WINNIPEG Tribune 
VANCOUVER Province* 


*Published for Pacific Press Ltd. 


TORONTO— The Southam Newspapers, 388 Yonge St., K. L. Bower, Manager 
MONTREAL —The Southam Newspapers, 1070 Bieury St., J). C. McCague, Manager 
GREAT BRITAIN—F. A. Smyth, 34-40 Ludgate Hill, London E.C. 4, England 


UNITED STATES—Cresmer & Woodward Inc. (Can. Div.), New York, Detroit, Chicago, San Francisco, Los Angeles, Atlanta 
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MEANS + TASTE - INFLUENCE, READER QUALITIES THAT MAKE HOUSE & GARDEN TODAY’S PERFECT SELLIN EDIUM 


Advertising in House & Garden enjoys a quality atmosphere available 
in no other medium. Photographs like this irresistibly attract readers, hold 
their attention, impel them to buy. 


Here, the topic is “Entertaining,” a subject of intense sales interest to prestige advertisers 
of glassware and cutlery, food and cigarettes, wines and liquors, dinnerware 
and linens. Can you picture a scene with more sales-provoking vitality? 


Over 600,000 people now buy House & Garden. That’s an astonishing number 
of families, considering the influence they wield and the dollar volume they expend. 


These are America’s free-spending families whose lives are centered about their homes 
and gardens. They purchase House & Garden for only one reason, as a buying guide 

for the best of everything in and about the house ...59% earn $10,000 or more 

yearly. Because they do have wide and varied interests they can be reached through other 
media, but when it comes to selling quality products, no other 

publication today offers you this kind of climate 

and authority that you must have to sell these families ... your best customers. 


As the residential settlements encircling our cities continue to expand, so does 
House & Garden. This last September was the greatest ever, nearly 700,000 copies sold. 


Our magazine has never been more exciting to look at and read, nor more 
persuasive. From every point of view — editorial climate, reader interest, buying power, 
cost-per-thousand — House & Garden is a media must for °59. 


TASTE WITHOUT WASTE IS WHAT YOU BUY IN HOUSE & GARDEN. 


House «Garden 


A Condé Nast Publication 


Re See ee Sa a 
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: From the editorial pages of House & Garden—a finishing touch for a meal set by a typical H&G hostess. 


New York 17 + Boston +» Chicago + Miami + Los Angeles 


Inc 


1956 THE CONDE NAST PUBLICATIONS, 


COPYRIGHT 
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In the pipe line 


market, 


PIPE LINE INDUSTRY 


GULF PUBLISHING COMPANY FP. 0. BOX 2606 HOUSTON 1, TEXAS 


consistently offers you 


much greater coverage 


through specialization. 


Advertising Age, November 24, 1958 


Transit Ad Field Sees Good Future 


(Continued from Page 2) 

and Pittsburgh transit ad fran- 
chises, as well as the others held 
by Transitads, will probably re- 
main unsettled until after litigation 
in the bankruptcy case is com- 
pleted, perhaps in several weeks. 
The defunct company also handled 
the Philadelphia Transportation 
Co. franchise until Nov. 10, when 
it was moved to O’Ryan & Batchel- 
der. 


® National Transitads was, ironi- 
cally, a product of another bank- 
ruptcy in 1940—that of the Barron 
Collier organization, which had 
held the majority of franchises in 


now the largest user of car 
ecards, helped establish Transitads. 


the transit ad field. The William | 
Wrigley Jr. Co., Chicago, then and’ 


Skimping " 
isn’t saving... 


fs auicin eta ay Mal Gea 


Cutting corners, sparing skills or time, 
substituting cheap or shoddy materials... 
usually turns out a production job that costs 
the buyer more. Skimping isn’t saving if a 
publication loses prestige by giving the 
public poorer quality. 

More than twenty years ago, Intaglio 
pioneered in quality gravure production 
for the largest magazines and newspaper 
gravure supplements, built its reputation 
by constantly devising and developing 
better methods and techniques, improving 
the skills which improve gravure. 

To deliver the finest, Intaglio never 
skimps on hours or knowledge...is always 
glad to give all stages of production the 
extra attention and effort that assures the 
best in graphic reproduction. 

Our gravure craftsmen have the highest 
professional standards. They work with the 


America’s First Gravure Servicers 


most modern equipment, often designed 
by ourselves. They take the time to do 
gravure right, and their excellence brings 
Intaglio the largest share of fine quality 
gravure production. 

Intaglio assumes all the headaches of 
gravure, for editorial or advertising . . . 
starts with your copy or art, makes color 
separations, delivers full-value positives 
and color proofs for your approval and 
printers’ guides. 


Whru a staff of more than four hundred 
experienced craftsmen at work in four 
strategically located plants... in New 
York, Chicago, Detroit and Cincinnati... 
Intaglio provides consistent high quality 
with economy ...has the competence which 
assures the best! 


Our seven offices are at your service. 


Intagl IO Service. corporation 


305 East 46th St., New York, New York—731 Plymouth Court, Chicago— 
1828 Lewis Tower Bldg., Philadelphia—Intaglio-Cadillac, Inc., 40 Hague Ave., Detroit — 
369 Pine St., San Francisco— 1932 Hyperion Ave., Los Angeles —2264 Bogen St., Cincinnati 


Despite Demise of National Transitads 


George E. Frazer, partner in a 
Chicago accounting office, became 
first president of the organization, 
and Frank J. Ellis, a Wrigley vp, 
was on the board of directors. 

In September, 1954, Transitads 
was sold by the Frazer family to 
Chesapeake Industries, a Cleve- 
land holding company. Charles A. 
Amory, the present owner, ac- 
quired the company from Chesa- 
peake in March of last year. 


s At the National Assn. of Trans- 
portation Advertising, New York, 
Harold Mers, managing director, 
said he had no comment to make 
on the bankruptcy of Transitads 
except to say that the company was 
not a member of the association. + 


| 15% Commission 
Hurts Advertising, 


‘Marks Declares 


(Continued from Page 2) 

{that the concentration of adver- 
| tisers and their big-billing agencies 
constitutes an economic threat, and 
| the greatest service an advertising 
agency can perform today is to 
‘help a new or small company be- 
come established in the market- 
place. 


® Robert M. Marks & Co. is han- 
| dling the introduction of Diplomat 
|cigarets, a product claiming to be 
'a “safer” cigaret. This claim has 
|met with opposition on the part 
of media (AA, Sept. 29, et seq.), 
| some of which Mr. Marks related 
| to the audience. 
_ One newspaper declined the 
| original Diplomat advertisement 
| but ran one for a beauty cream 
| which said, in part: “In 60 seconds 
iwrinkles and fatigue lines are 
| melted away, puffy areas are gone, 
|dried out ‘summer skin’ is moist 
land fresh again.” Asked why this 
ad was acceptable, the paper re- 
plied, according to Mr. Marks: 
| “It’s a funny thing about that kind 
‘of advertising—you don’t get any 
| repercussions from it.” 


|s A tobacco trade journal declined 
a Diplomat ad stating: “Our edito- 
rial position has consistently been 
one of denying that there is any 
relationship between tobacco and 
illmess . . . Under these cireum- 
stances we do not feel that we can 
accept the advertising of a manu- 
facturer of a cigaret who claims it 
is ‘safer’ and at the same time 
hold our position in our editorial 
section.” 

Observing that the same business 
paper carries advertising telling 
the filters-tars-nicotine story, Mr. 
Marks commented: “The industry 
seems to be saying that it doesn’t 
believe smoking and health are re- 
lated, but, since the public does, 
let’s tell it that we’ve done some- 
thing about it by cutting down 
tars and nicotine.” # 


Lawler Leaves Street & Smith 

Arthur Lawler, who has been 
with Street & Smith, New York, 
for eight years, will resign his 
posts as vp and secretary Dec. 1 
because of “a basic difference of 
opinion on over-all company pol- 
icy.” Mr. Lawler, who declined to 
enlarge on that statement, called 
his move “an amicable arrange- 
ment.” 


RCA Boosts Bryant 

G. K. Bryant has been named 
manager of special projects of Ra- 
dio Corp. of America, New York. 
Formerly marketing manager of 
the RCA Victor television divi- 
sion, he will now supervise special 
projects for the tv, radio and Vic- 
trola divisions. His headquarters 
will be at Cherry Hill, NJ. 
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In Portland, the retailers who daily watch the 
women go buy, advertise most in The Oregonian. 
They know The Oregonian reaches more women, 
brings more buying action. That's why they 

placed 33 million more lines of advertising 

in The Oregonian than in the 2nd paper, during the 
first 8 months of this year. They got results from the 
newspaper that’s big as all Oregon... The Oregonian. 


How big is the Oregon retail market? 
Almost 2'/2 billion annually... that’s double 
Cleveland and almost 3 times Atlanta! 


the Oregonian 


Poctiond, Oregon 


Biggest advertising voice in the sales-rush state 


Largest Circulation Newspaper in the Northwest 
231,829 Daily; 295,740 Sunday 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


Sources: Seles Management Survey of Buying Power, Moy 10, 1958; 
ABC Pubfishers’ Statement, 6 months ending Mar. 31, 1958 
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The doctor's market place 
for products he buys, 
prescribes or recommends 


in MODERN 
MEDICINE 


reaches every practicing physician 
in the United States to age 65 


Dr. Walter C. Alvarez, Editor-in-Chief 


Advertising Age, November 24, 1958 


Business Publication’‘s Editorial Impact 
Is Top Advertiser Criterion, Says C-M’s Dix 


New York, Nov. 18—‘A business | 


publication is an educational me- 
dium as a whole. Part of the job of 


keeping a specialized field up to) 


jdate is done by the editors and 
part by the advertisers. You can 
split the proportions any way you 
| wish. 
| “But no matter how you divide 
it, the publication as a whole has 
a single function,” Arthur H. Dix, 
vp in charge of research, Conover- 
|Mast Publications, told the New 
| York Business Paper Editors Assn. 
last week. 
Discussing the techniques of 
measuring editorial readership, Mr. 
Dix noted that “not so long ago 
there was practically no formal 
surveying of readers’ require- 
ments. Editors were supposed 
to come equipped with built-in 
radars—like the swallows of Cap- 
i 

The change started, he said, 
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GET YOU 


— TOTAL NET PAID CIRCULATION 
ies and the South's Greatest Sunday Newspape 
Combined Daily Circulation 356, 433 4 
Sunday Commercial Appeal 255,182 —s.. << 


san Publisher's Statement 3.31.58 “ee 


TOO! 


SE: er BS 


THE COMMERCIAL APPEAL 


MORNING - SUNDAY 


Sunday Circulation—121, 275° 


THAT'S COVERAGE! 


TRADE AREA 


55% of all Families 
in the 62 Key Trading Centers 
(excluding Memphis) : 
of the 76-County Memphis Market _ 
buy one or both daily newspapers _ 


_, THAT'S COVERAGE 


“Adjusted Circulation 
ABC Audit 3-31-58 


SCRIPPS- HOWARD NEWSPAPERS 


MEMPHIS PRESS-SCIMITAR 


EVENING 


“with attempts to measure the 
|impact of advertising. 

| “Dr. Daniel Starch, then a pro- 
fessor at Harvard, was one of the 
early believers in fact finding,” 
he said. “When general magazine 
circulations began running into 
seven digits, and when you could 
put $15,000 or $20,000 into a 
single advertisement, the people 
who paid the bills began to say, 
‘Maybe our ads are written by 
geniuses, but we would be grateful 
for evidence to substantiate the 
point.’ 

“So in 1932 Starch readership 
ratings of advertising were born. 
It wasn’t until 15 years later that 
they reached the business publica- 
tion field. Starch was an imperfect 
yardstick then—and, today, it and 
its fellow measuring services are 
still far from exact gauges. But 
with all their shortcomings they 
are regarded as better than hunch. 
| Today about $600,000 is spent an- 
jnually in the business magazine 
field to measure the readership of 
| advertisements. 


= “Interest in editorial evaluation 
is red hot,” he said. “Advertisers 
are beginning to realize that a 
strongly edited publication with 
say 25,000 circulation may give 
greater value than a so-so-edited 
magazine with 50,000 or 75,000 
|circulation. Publishers are begin- 
|ning to realize that instead of up- 
ping the circulation 10,000 or so to 
meet a competitive situation, it 
might be wiser to use the same 
amount of money in beefing up 
the editorial content. 

“So intense is advertisers’ in- 
terest in editorial readership,” Mr. 
Dix said, “that on all the Conover- 
Mast publications measured by 
Starch and Shepard—and there 
are five of them—our salesmen 
report that they are finding greater 
interest among advertisers in the 
ratings given the editorial content 
than in the ad ratings. 


=a “We all know that editorial 
ratings, like ad ratings, too, for 
that matter, have to be interpreted 
with understanding. They can’t 
possibly attain decimal point ex- 
actness. And you don’t expect to 
get as high a rating on something 
of narrow but intense interest to 
a particular segment of your field 
as on an article of broad applica- 
tion. Regardless of the field, you 
are likely to find certain subjects 
by their very nature always rate 
high, no matter how they are 
treated. But a sure way to ruin 
any publication is to ignore balance 
and devote an overdose of space 
to those subjects.” 

But what is “balance”? Mr. Dix 
asked. He suggested it is a vari- 
able influenced by many factors, 
“which is why,” he said, “editors 
are using readership measurements 
more and more.” + 


Trim Launched in New Orleans 


Trim Inc., New Orleans, a new 
company, is launching Trim soft 
| drink in the New Orleans market. 
The advertising—appearing in the 
New Orleans Times-Picayune and 
on tv, radio, outdoor ads and 
transportation cards—says Trim 
contains “less than one calorie per 
bottle.” Leslie Advertising, New 
Orleans, handles the account. 
James L. Leslie, owner of the 
agency, is also president of Trim 
Inc. 


Brown-Forman Promotes Two 

J. Paul Cole, formerly Brown- 
Forman Distillers Corp. north cen- 
tral regional merchandising man- 
ager in Chicago for Early Times, 
has been named brand promotion 
manager. Promoted to replace Mr. 
Cole in Chicago is Donald Birch- 
ler, formerly administrative as- 
sistant there. 
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The Man with 
the Two 
High I.Q.s 


gaint? 


S HE RAZOR-SHARP, lightning-quick in the Brain Department? You 
a bet he is! Has to be. Has to make fast decisions, match wits with 
the world’s best. But his alter “I.Q.” is skyscraper high, too—his Income 
Quotient.* 

He’s a typical Newsweek reader, a man in motion . .. serving as an 
executive, diplomat or professional. He reads Newsweek each week 
because he needs Newsweek’s factual analysis in order to exercise his 
powers of decision in the affairs of his field and his community. For 
any marketer of ideas, products, services—a most vital sales-target! 


*Newsweek has the highest median income of any Starch-rated magazine with over 
a million circulation (Starch 1958 Consumer Magazine Report). 


The magazine for communicative people 


Perret, at pea ae oe ade ets ae oe eet st 5 ae 5S eo eh i, ‘4 ~ ee ee 
p pi ee eels” oa cg La RR OP ete ae Hote: ig be ses Eas - wo 5 ; ; F x pe : 
Nie Lome eee Ie | ‘ * oot 7 i eens ote a oe py ee at & a = > a‘, or ae. ee, ,. eth pall Mp ree o 
eit. “25 ae * | alee, = wa ms om ae a: : = ci sat teh wa ae iia alana = nated lies 
° ae : aE re c ig hs. Sa f po i hi 3 “fora ee et 5 5 . 
- : : : in. er ae: | ee ee lia, 
* Pee . 
Aa ima "2a 
oct ; , ‘ : Sy : 
ty - : - 
, 5 4 
ee. . 
4 a 
e 
ee ie 
roe 2H 
Sige é ‘es 
es th oF — af, 
a to Wh oat —_ pee 
Bed z Bee ge ie, 
ah td ; ‘ Pee “ 4 i ii ol bean So J vigils 5 ates a 2" ak. 
Ries a bie Fee onmeiae a seeing a ei a oy ps id yl ‘ a Se Ot 
Sais < : Jt i & “s aa “ f ; aha) 
a ‘ ed a eee “ fae * " Ee cil 
Bey “ay 4. Toe ei. ¢ pe : “sea mat 
a : - : : : ue Aa : wa ae 
Bt eS cS s a ss < + ey an 
‘ae eer By ‘ a AE és : t e K 
Boe 2 Se S Je : er ee . % ¥ 
bee 4 5 ee pilus ee “ cs 
cee et ; ee ae DE Ae cee 2 Ee, ; : i 
pe i “ a“ as; Site oe a a : ae alt! 
ae ; a eee \ . eee Tee ie Ene 
sa ' E {Seana os, De ee : Be a 
a aioe : 4 Ss a hee Sa = 2 +o ps a teal 
Seu ee: % * Pe Fae a eT ene ; Eee Py: 
tae me ; Pa ae bie me 
Reet ‘ : 3 we : i ete EM ‘is ‘eae 
ee ERNE es Re ey. eee ck ee at : 
aa i es ee ee re e's ee r, ey ad 
ie es aeeae ® 2 ‘ ee eas bales, ae, ie i hey a a 5 ie Cena ees 
ee aril ‘ ‘ >. ee: Jopdetenen) eee ; : cats 
- ts 2 % = es dies a - a ee ame es = Te 
Ae es “" P Sa air sa Cie A f - sea EE Cer ae ein 
Es : ae spc hi i wee ER TAs Pome pee Waser, 
Pee Vee oe © ; 4, ere = 1 ae : bela 
eoon , Re: ~~ ? " P Sj Regt fa Baa cs y Poe ci 
ae ee 7 ee ' a a a saa er 
ae . en a a ce f a i as Aaa Deeb 
rate ; Be i a SS eS ees 
Pe i ae > - ee 3 - = 4 t i saad 9 
ae ey a ee : ag j . Bees. ‘ ; 
sel : a ae — -— | = z= . * bene 
le 4 3 ern ; > = = ae ‘seo, 
ir le " ¥ ay Sg eee i : % : ee a » pe! 
ie 4 - =. . 9 ae : ' “ ie . ; oe ibs 
e P 2's eee q “1 elie apa Sa a f ‘, nea r 4 ie 
ie Te “ ey 6% seed e a v's ah . i 9 ne - ¥ i ay ve 
“ ‘ Z ae eR te aa oul ee: aS gic, cs 4 = Me ~~ Gira 
re ahh a ‘ i on Re Ps " ‘ . ee 2, er tee 
ie ; ; . P i pol ae ——- ° F ‘ < Pe ha 
pe 3 om pic ig yg te Pie Ek SA ; or ee 
er Hwipai) te - Rae aoe aie wl ig Rites 5 y 4 - et 
a * a Me lla HCP aa Prick _ Pee ey . . r i Cams 
pets : gy Ce etme, erie a Ae ee 
=e naar ; i mane Se oan ee; a Ree i. ae me 
“eee rad - iN ‘ i A ea ey re sy, - rene Sa 2 Nie 
‘toes : ae roe nee a 2 2S Sey “4 ‘ ; sine: 
et ‘ ° an Pay ee ae emer % % if nf a ie 
he 4 ee .~ i os Sie Pets Set a h : ae 
4 Tete aaa : RIP SON ES ee, boys ; al ; al ae 
a va m: : ye Se, ’ Bg (a a is Aossen? 
Bie a ean te ee Seas a ‘ pies ’ 
. Lae ‘ aS me ve re] a nae 
so : ; ol ae Stress pes z Ae 
Bers ¥ i . Be cy ae: emg = eS “pe ‘ al 
Mee ee ‘ os tf eae eae Tht : ors ys She. ean + , 
Pane Aa . saa q < is eee cittate Sri: Bt eg 
ee os : ae Se oe meee eS. mh ’ 
ah eld % a - oer ” P Parsee toe ae pee Fei i ha: 
se P “oe oe cae SAssiaiten eee Ra ok ( a ie a 
Pa td 4 y I J oy, i = hary y . etre Sie ate freee mS Poa i . ob £ ae 
Re ms ‘stay Sern ea. piel wee meet Aye Y ge x ay + 
Wea 4 7. SA lt opt eee "re el ot em gel Bo a . Pays ae eS i 
ee habe as | ikea amma connie ss ae cetict pea hie at Sie) eae . KAS <hr Ne Te eo ata 
is al sig = - Dee eae PO ea Suh Seater AE 3 2. aia ee tee a ee Eas —_ o- Rah ey 
q 3 2 sin ee Ag (aT Ge ai cae vy Ae > a. ee ‘ hy eek 
. ? A. i, ES ia Hae re 1 a a a jl eo Hy eal Baie ser 2 : K Se . a aes 
aa ict a a BB aa Sa, OG ae a Sy. ree Shas? flail) | oe es é oo) ie J ean 
ieee Ws instar” pe igh nas i a, pees ae} Bas ee RS: ih Pe ae wd Teale Hg) Fy ee ae Ng aerate 
Ss é : ely RMN cas Cee Shae ‘ Sore Mi eA ee 7 £5 ich By ee. ee 
wae i Pie Fe SL phe aaa ris ae ae, sean Gage Coa ow a Ls # oa es 
i Sie 2 a eee ; ad ees See teehee a <e, JS * fe 7 ? 
: tant aie a al, ie gh ots S com eae: 3h ore P oh 
a, : a ees. ‘tee a Fiala eee ewmtes : i, ‘ pats cae F “ ren 
mara , : ¥ : ‘ Meee event ‘ ; mes a eg 
wee Vea SORE Es ce fae ion ahaa Wes sah = idl uel ' : we 
ae ata ; Be eee Se. ga oe Ne lente Se ~~ . oes oti ee 
pT “ : ee Ss i Ce eee ys) oa: oy = as a * Brees “hs i 
Sipe ee SMP etae te Pranecenee Fe ‘2 ia os ae SEEN Ss Pate e Paes eek 
Fe = ee Gi OE EN gs aman os i : a Ne Bee eg 
te oe Ree ee ; ’ SS ae ea sre eee 
Sig — ~ ee , See See % ae 
meena _— F \ — 4 fae % “ 5 
; a A . a e a 
“pie ite OP ee a ia $ ¢: 
i ? al Pe ae ‘ ae 4 ’ oe 
2c: i jae : A ae as Sahai ose. * 
SBE < ie . Si ; Py aR ean 
a ee ' SS i 
: _ ° ao: ane ahi % » BA ‘ foe ee te 
ni te .e i" 
: i aut : & " ; + 
. a fe ~— vs _ ’ 
; 2D gil Ps N N ; : es 
4 , és i ‘ eS *y 
, « »* fg ® - 
Bea - 
ee Joa Bae ink : 
os Y aeRO: 
vate Soe 
Wan Caos 
- os 
ees i 
Bs, a casey 
eye ‘ 4 a 
oe ig ee 
BH eit : - Bits 
Feet ———— =) gee 4, 
Z | N i a 
E, | Newswee i ce. 
Ee at i 4 aay 
ye | Rae 
z oe | eS 
- H Noe 
Bo: ie | date 
Se “ | rei, 
Sie a | ae 
pai Pee 
Tee ee Pr - 
¥ “ : i] ; 
pent 
poe na H ba 
hs ; ee > 
oy = aan 
ae pa 288 
ar oa, Sai 
gas nee 
Baer \ 2 whe 
i ak 
tah Si ose Naar 
bot = Stee we 
he Mies Pie ee lg 
a jgieee , - oie 
sa cies a 
> ae os eles ee 
: Ory Baty 
; Che ei ary 
PAG Es A 
: Bey aoe 
5 a gee 
eames ape i -% 
oS ; - aon 
. a. os Sy 
eNe . ‘es Lee 
Ree aes. 
Ris ore cate 
foe ae eG ear 
ime, ian He 
Sale ok RPE hear soe ale: yea 
ae ~pierbaeima ie hts Ms sales St py 5 < 7 i ' Pe heii teas is be: 3 : = : 4 . Ae ee 
an eats ce ScaNeul a pepo: Z . z PRN py NG MEN tay Sar pfsig Pm sea int hy ght i Fens = “| Mone ae = 2 2 Fa Men 3 , aiy f ‘ i Abe : ae 
ioe ene" fete eae ee eal Spe he eetese tel ree ss 7a heat tae Pe re a ESE sig inte Sierra gat eco eis " : ¥ ‘ Ma ; eke % 
Bee) Be eo D Eneig Se Sea ae ze Tete ee ees Ree = are 5 Sha a eeiogae kt healed a ie Seen th aa Se an \ Pres 
ane : s ; sew id Wec slags : ieee, 
oa males 
= - CRANES 
Pi ig an 
fis Saath 
Fi seeal «| 
Ft oe fa 
etn Eee 5 ; : ° Be is 
MRM Fk vk hee ter ines Sethi ee te ale le eae 3 <i q . ; ite = x 
7 a Eee ey eee aes < 2. - 5 eet “i was : P ‘ -~ . as = Sie Cea se 
ae ETAT Wk ee St aegis pe eee ye ee © erty Diners a. eee EE SS peeeee ane bai WP : yi » ee . ewes f 
car ao ee eee ee? gual te Ree ae ORES RNS en SRE enh Sy! CMTS GEM Aer eT Pee me Reriaee eee ORE : ; Jeane 
pci" coiled 2 i ae ieeege We Sage a Ea ees = Se TD er ROT DA EO Serre Gor Oe Rs SRE ny he Seen ORE a ea Se KM tore ae Gem Ay 
ow oe | — ‘ aa ot NAR AES aie ayer, 7 7 ye ee ee Cates oe 8 Serie en a 
aa pee. Fi eA eae ha ; Weiegee ees ie ears Phe ot 1p) 
eae Fal ao er ae art, oe ere ap Pena — 7 a ees | 
> ones he eon te ae ty Pet ae Pet 2 cae ah ales Pe 
is ay 4 5h: oe wee 
al Fae i). ee ca /y 


WE 
ARE PLEASED 
TO ANNOUNCE 
THAT ON 


FPEBRUARY 11959 


THE KANSAS CITY STAR 


WILL 


BEGIN CARRYING 


his Week 


MAGAZINE 


AMERICAS 
MOST WIDELY READ 


PUBLICATION 


CIRCULATION NOW 12,873.378* 
*Circulation: Combined ABC averages for period ended 3/31/58 for 40 newspapers 


(Reproduced on the opposite page is The Kansas City Star’s front page announcement. ) 
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The Star Will Add a Sunday 


National Magazine. 


The Star announces today that This 
Week magazine will be added to your Sun- 
day paper beginning February 1. 

Distributed with 40 newspapers, This 
Week then will have a circulation of more 
than 13 million copies, making it the world’s 


most widely-read magazine. 

Readers will receive This Week as a part of The 
Sunday Star as an added feature. 

You'll enjoy This Week! It is a magazine of fine 
reading and sparkling illustrations, with much of the 
editorial and advertising matter in full color, printed 
in the rotogravure process, noted for excellent repro- 
duction. Special articles and features cover a wide range 
of topics of mterest for the whole family. 

This Week is a substantial publication of high stand- 
ards, well suited to enter your home along with The Star. 

You will continue to get those features that have 
long been a part of The Sunday Star. There still will be 
the colored comic and adventure strip section. The Sun- 
day features section will continue to offer exclusive area 
features written by staff members and the best articles 
selected from news services. As always, news and sports 
sections will contain up-to-the-minute items, photographs 
and feature stories. 

It is important to emphasize that This Week, this 
added feature, with its superb printing and its list of 
distinguished authors, will come to your home regularly 
each week as a permanent part of The Sunday Star. 

The quality of This Week magazine is attested by 
the other newspapers that distribute it. Here is the list: 


New Orleans Times-Picayune- 
States. 

Norfolk Virginian-Pilot and 
Portsmouth Star. 

Omaha World-Herald. 

Philadelphia Sunday Bulletin. 

Phoenix Arizona Republic, 

Pittsburgh Press. 

Portiand (Ore) Sunday Journal. 

Providence Sunday Journal. 

Richmond Times-Dispatch. 

Rochester Democrat and 
Chronicle. 

St. Louis Globe-Democraft. 

Salt Lake Tribune. 

San Antonio Express and 
Sunday News. 

Sen Francisco Chronicle. 

Spokane Spokesman-Review. 

Svracuse Post-Standard. 

Washington (D.C.) Sunday Ster. 

Wichita Sunday Eagle. 


Baltimore Sunday Sun. 
Birmingham News. 
Boston Sunday Herald. 
Buffalo Evening News. 
Charlotte Observer. 
Chicago Daily News. 
Cincinnati Enquirer. 
Cleveland Piain Dealer. 
Dallas Morning News. 
Denver Post. 
Des Moines Sunday Register. 
Detroit News. 
Houston Post. 
Indianapolis Ster. 
Jacksonville Florida Times- 
Union. 
Les Angeles Times. 
Memphis Commercial Appeal. 
Miami Daily News. 
Milwaukee Journal. 
Minneapolis Sunday Tribune. 
New York Herald Tribune. 
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ohoive of those who kuow 
busiwedA WULGAZimed best ! 


: — to reach, influence & sell the public school market 


Of the first 100 advertisers in business magazines, as listed by 
Associated Business Publications, thirty-four used space in 
school administrative magazines. Here is how they placed 
551.4 pages in these magazines in 1957: 


top advertisers prefer 
THE NATION’S SCHOOLS 


Advertisers Pages used % Total 

Magazine in each in each in each 

THE NATION'S SCHOOLS 27 287.7 52.2% 
The School Executive 24 164.7 29.9 
American School Bd. Jnl. 14 99.0 17.9 


Note that THE NATION'S SCHOOLS carried 9% more advertising from 
these leading advertisers than the other two magazines combined. 


top agencies prefer 
THE NATION’S SCHOOLS 


Of the top 25 advertising agencies placing space in business 
magazines, as listed by Industrial Marketing, 19 placed adver- 
tising in school administrative magazines. Here is how these 
19 agencies placed 785.8 pages for 66 clients in these maga- 
zines in 1957: 


No. Agencies No. Clients No. Pages Exclusive 
Magazine using each in each in each pages 
THE NATION'S SCHOOLS 18 58 417.3 106.3 
The School Executive 17 34 213.8 49.4 
American School Bd. Jnl. 12 18 154.7 0 


mcies placed 13% more space in THE 
other two magazines combined—twice as 
the only other magazine to carry any 


Note that these py. - 
NATION'S SCHOOLS than in 
many exclusive pages as in 
exclusive advertising. 


FOR THIRTY YEARS The Nation's Scuoots has directed its editorial service to the 
professional and business interests of the professional-business school administrator, 
his professional and business administrative associates, and his “understudies’—the 
top 15% of high school principals from whose ranks tomorrow’s administrators will 
come ¢ For the last twenty-four years The Nation’s Scnoots has attracted by far 
the largest paid audience of school administrative officers — the top professional- 
business management group in public schools—wholly on an inducement-free basis, 
with a subscription renewal above 77% ¢ For the last fifteen years, The Nation’s 
Scnoots has carried the largest volume of advertising among comparable magazines, 
and is the only comparable magazine to have gained in advertising volume each 
year for the past ten years. 


Vere 
Oy 


ALONE in serving the BUSINESS of higher education 


SINCE 1946 CoLLEGE AND UNiversiry Business has 
served exclusively the presidents and business officers 
of colleges and universities, plus the non-academic ad- 
ministrative staff members — controllers, purchasing 
agents, superintendents of buildings and grounds, di- 
rectors of housing, food service, and student centers. 
Highly selected distribution offers demonstrable cover- 
age, penetration and readership among those who make 
nearly all college purchasing decisions ¢ Be sure your 
1958 promotional plans include the college market and 
CoLLEGE AND University BusinEss—a market that, within 
twelve years, has doubled in size, and will double again 
in a decade. There’s no recession in higher education. 


UNeY VER SUTY 


business 


BE SURE TO ASK FOR 


The Public School Market 
The College Market 
College Feeding 


: q | 1 
publications of 

FW. DODGE 

peace | 


The Nation’s Schools and College and University Business are published 
by The Nation’s Schools Division, The Modern Hospital Publishing Co., Inc., 
919 N. Michigan Ave., Chicago 11, Ill. 


Advertising Age, November 24, 1958 


4 HILLSDALE 


Center of 


DASTARDLY—Somebody—or some- 
thing—is stealing Hillsdale Shop- 
ping Center darts. When the first 
of the 15’ darts was stolen, Foster 
& Kleiser advertised an offer of 
$100 for information about the cul- 
prits. Subsequently, three more of 
the giant darts were filched, re- 
ports the agency, Early Co., San 
Francisco. (Proving the efficacy of 
advertising?) 


IT’S GONE! 


IT’S DISAPPEARED 


iF IT’S IN YOUR NEIGHBORHOOD 
YOU CANT MISS IT 


You see it’s 15-feet long, red with purple stripes 
ond has orange fins. 


It’s the giant dart that hit the bull's eye of the 
Hillsdale Shopping Center's spectacular sign on 
Bayshore just @ mile north of Grand Ave. in 
South Sen Francisco. 


LAST NIGHT SOMEBODY OR (PERHAPS SOMETHING!) 
MADE OFF WITH IT. 


FOSTER AND KLEISER CO. 
WEst 1-6600 
Will pey o rewerd of $100 fer information which will 
lead te the orrest and conviction of the culprits whe 
rook this i little heepeak: 


Small Cars to Grab 
50% of Market, Says 
American Motors VP 


Cuicaco, Nov. 18—Small 
sales will constitute at least 50% 


ten years, according to an Ameri- 
can Motors executive. 

In a talk before the 25th Amer- 
ican Finance Conference here Roy 
D. Chapin Jr., exec vp of Ameri- 
can Motors, pointed out that small 
car registrations have risen from 
1.2% in 1954 to a projected per- 
centage of more than 11% in 1958. 

“We [American Motors] believe 
the compact and small car repre- 
sents the growth segment of the 
automobile market,” Mr. Chapin 
asserted, adding that small cars 
“will equally share the business 
with the larger cars before the 
1960s are over.” 


® The shift to small cars, Mr. 
Chapin said, is a manifestation of 
a growing awareness by consum- 
ers that in today’s economy of sur- 
pluses and credit they can de- 
mand, and get, products of all 
sorts more attuned to their needs 
and desires. 

This, he said, is a relatively new 
“practical freedom” the consumer 
has. The 1910 consumer had as 


much theoretical freedom as to-| 


car | 


economy of 1910 could not offer 
him all the choices he wanted. 
And what it did offer him was 
based on industry’s estimates of 
what the consumer wanted. 

“The significance of this change 
has not fully dawned on all of us,” 


| Mr. Chapin asserted. ““Many busi- 
of the automobile business within | 


ness men will declare, ‘Why, we’ve 
been saying the customer is al- 
ways right for the past 50 years.’ 
But haven’t we been using this 
more as an advertising slogan than 
an honest belief in true dominance 
of the customer?” Mr. Chapin 
asked. 

“It is not enough to offer the 
customer of today simply mathe- 
matical diversity—such as ‘There 
are 23,000,000 variations of the 
Cadillac available, counting all 
possible color and option varia- 
tions.’ 

“The customer must have a real 
choice. He needs it, he deserves it 
—and he is going to insist on it.” + 


Reintroducing Brioschi 

Brioschi antiacid, on sale in the 
U.S. for the past 55 years, will be 
“reintroduced” this month with a 
heavy newspaper and radio cam- 
paign in major cities. Packaging, 
price and copy theme have been 
“modernized” for the 78-year-old 
product, which is now fair traded. 
A “gastrosis” theme stressing Brio- 
schi’s speed in relieving upset 
stomach will be used in the intro- 


day’s consumer does, he went on, ductory campaign. Ellington & Co., 
but the manufacturing-oriented | New York, is the Brioschi agency. 


Gateway to 
the MOON 


We Dominate at Cape Canaveral 
{Moon Missile Base] in Brevard and in Four 


other Florida counties where we 


outsell Miami, Jax and Tampa papers 5 


to 1. 


Down in Orlando, Fla. we have just started 
printing on our big new $212 million (including 


building and color gadgets) 


8 unit Hoe Color 


Convertible press, fully equipped with all the lat- 
est devices to insure the best color printing possible. 


We've already announced new LOWER COLOR 


RATES. That’s not all. 
announce .. . 


Now, we are proud to 


OVER 100,000 
DAILY CIRCULATION 


[in a City of 85 thousand] 
Plus: NEW ABC CITY ZONE FIGURE 


171,168 
Orlando Sentinel-Star 


“Ask Branham about Sentinel-Star Color’ 
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be sure your advertising reaches BClI’s 


$37.5 billion “IMPORTANT BUILDING” market* 


Tools and equipment—as well as a wide range of building products—are essential to the construction, 
remodeling, and repair of commercial, industrial, institutional and governmental buildings— 
in excess of $37.5 billion annually. 


From bulldozers to bar joists... flashings to fork lifts . .. window walls to wheelbarrows... 

in tremendous quantities are specified, recommended, purchased and installed by BCI’s building 
teams—architect, engineers, contractors and key dealer-distributors—in today’s booming BIG 
building market. 

BCI alone provides these building teams with on-the-job reports on new methods for constructing 
shopping centers, schools, hospitals, office structures, churches, skyscrapers, industrial plants. 


With its exclusive editorial coverage of IMPORTANT BIG BUILDINGS— BCI is the one 
magazine in America that gives you more important readers for less money, without thousands of 
waste circulation ... the only book that specifically covers BIG building construction 

from drawing board to finished structure. 


BUILDING CONSTRUCTION 
Illustrated 


(Incorporating MASONRY BUILDING) 


the Methods Magazine of Industrial, Commercial, 
Institutional and Governmental Building. 


5 South Wabash Ave. e Chicago 3 

Published by Industrial Publications Inc., also publishers of 
Practical Builder, Building Supply News, Brick & Clay Record 
and other leading building industry publications. 


FREE MARKET DATA FOLDER 

Industrial Publications, Inc. 

5 S. Wabash Ave., Chicago 3, Ill. 

Please send new 28 page market data brochure describ - 


ing BUILDING CONSTRUCTION ILLUSTRATED’s $37.5 
billion building market. 


Name... 


St eee te 


Company 
Address 


Stote 
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L Along the Media Path 


Hitchcock’s Wood Working cele- 
brated its 60th anniversary with a 
special issue in November. “Rather 
than emphasize our achievements, 
our editors served our readers a 
liberal portion of new informa- 
tion,” said Publisher Robert C. Van 
Kampen in describing the issue. 
The issue has 180 pages, of which 
100 pages are advertising. A fea- 


ture of the issue was a “Salute to) 
in which | 
those who ran ads prior to 1908) 
were invited to place a current full | 


50-Year Advertisers” 


page ad on a right-hand page op- 


; Pree, 2P~ | ing 
posite an editorial page featuring | its basic materials research and 


the old ad and a history of the 
company. 


e A WMCA, New York, promotion | 
invited high school students to 
vote by postcard for the teacher | 
each felt had done the most for | 
him. The ten winning teachers | 


were awarded cases of apples from 
the National Apple Growers. 


e WHDH Inc., radio and tv sub- 
sidiary of the Boston Herald- 
Traveler, is constructing a new 


building in the outlying district 


of Dorchester. 
e The Chicago Daily News will 


publish its winter travel issue on | 


Dec. 6. 


e A ready-to-wear promotional 
plan will be launched by Seven- 
teen in February under the title 
of “Spring Semester.” The pro- 
motion will mark the first time 
that Seventeen has featured ad- 
vertised merchandise in addition 
to editorial merchandise in a 
fashion promotion. About 100 
stores are expected to back the 
promotion, according to the mag- 
azine. The promotion, designed to 
overcome 


last February in 22 stores. 


e WKYT, Lexington, plans to ex- 
pand its television facilities with 
$150,000 worth of building addi- 
tions and new equipment. After 
the building expansion is com- 
pleted, WKYT will increase its 
power 12% times. 


e The Virginian-Pilot and Ledger- 
Star, Norfolk. played host recent- 
ly to 20 media men representing 
agencies in New York, Detroit, 
Chicago, St. Louis, Philadelphia, 
Pittsburgh and Minneapolis dur- 
ing the newspapers’ ninth annual 


market study tour. The tour was) 
designed to show the growth of) 


the area. 


e A weekly tour of St. Louis tv 
stations has been inaugurated by 
the St. Louis edition of TV Guide 
to acquaint viewers with behind- 
the-scenes operations. A similar 
tour has been conducted by the 
magazine’s Philadelphia edition 
at local stations for the past six 
summers. 


e KCMO, Kansas City, Mo., has 


FP eee oe we & anemone oy 


EXTRA INCOME 
FOR USERS OF 


DIRECT 
MAIL 


| 1 
! ' 
| l 
! | 
! | 
l 1 
| Do you have a list of customers, l 
| prospects or inquiries for your prod- 
uct? You can receive extra income by | 
| selling us these lists for use by non- | 
competitors. 
| We'll y you cash for your list. | 
The publishing industry needs good | 
| direct mail names. Many national | 
| business firms have found it profit- 
able. Why not you? ! 
I No Salesman will call. You are un- | 
| der no obligation. Just drop a note on 1 
| your letterhead telling us how many 
names you have on hand; how re- | 
| cently they were acquired; and an | 
" other pertinent information, and we’ 
| contact you right away. ! 
| | 
J ! 
! 
, 


ACTIVE MAIL ORDER 
LIST CO., INC. 
241 LAFAYETTE ST., N. Y. 12 
ATT: Miss K. Adams, WAlker 5-2450 


the February fashion | 
slump, was tested by Seventeen | 


announced a contest based on 
the efficiency and rate of gain of 
beef calves. The contest is open 
to 4-H and FFA members in 
Kansas and Missouri. Owners of 
the three animals which show the 
best gain in the over-all competi- 
tion will be eligible for $250, $150 


and $100 college scholarships or) 


a cash award to be applied toward 


their respective farming programs. | 
‘mas and New Year holidays in| 
of KTUL. The! 


e Olin Mathieson Chemical Corp.’s 
metals division has joined Liv- 
for Young Homemakers in 


design program. Olin Mathieson, 
in cooperation with Living, will 
desigr an aluminum products 
house. Olin is the eighth basic 
materials manufacturer or asso- 
ciation of manufacturers to join 
with the magazine in research 


and design projects aimed at ex- 
ploring new building materials 
for the moderate-cost home build- 
ing field, Living says. 


e KBTV, Denver, says it is the 


second station to broadcast pub- 
licly by live television the birth 
of a child by Caesarean section. 
‘The hour-long program, which 
started at 6 p.m., was sponsored 
by Gene O'Fallon & Sons, dis- 
tributor of the Ling closed circuit 
television camera. 


e KTUL, Tulsa radio station, has 


extended an invitation to a Rus- 
sian family to spend the Christ- 


Tulsa as guests 
invitation was phoned to the di- 
rector of Moscow-Radio with the 
request that the Soviet station 
select the family. KTUL will 
make arrangements for air travel. 
Officials of both Russia and the 
U. S. have been asked to assist 
in the necessary clearances. 


e Broadcasting will change its size 


REALISM—Leo, a real hip (and real live) cat, relaxes after rejecting 

friendship of Dennis Perkins (right, torn shirt), ad manager of The 

Saturday Evening Post, at a recent Post division sales meeting in 

New York, theme of which was “Let’s Get the Lion’s Share of the 

Business.” Peter E. Schruth, vp and ad director of the Post, tries his 
hand (literally) at friendship. 


from 9 x 12” to 8%x11%” effective what the publication wants in the 
Jan. 1. way of information in news re- 
leases. “Contrary to popular ru- 
e Science & Mechanics has sentmor,” the folder says, “the editor 
‘out four-page folders explainingdoes not decide to accept or dis- 


This is another in our series about successful people in advertising, Peters, Griffin, Woodward, Inc, Spot Television 
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Advertising Age, November 24, 1958 


card your news release on the ba- 
sis of how his second cup of break- 
fast coffee tasted. Instead, his 
decision on using your material 
is based on how effectively you 
have told your new-product story 
and how important that product is 
or might become to his reader au- 
dience.” The folder includes a 
checklist of basic information 
needed. V. D. Angerman, editor 
and publisher, is the author of the 
piece headed: “Are Your News Re- 
leases Hitting the Target?” 


e American Aviation has an- 
nounced that it will no longer car- | 
ry advertising on its front cover | 


after Jan. 1. The publisher said | Geis Murphy Dunville Treyz LeBrun 


the practice is being abandoned in | 


order to make a more attractive |OPENER—A model of the new tv tower for WLW-A, manager, WLW-A; Oliver Treyz, 
magazine. tlanta, draws attention of dedication guests: Rob- Alfred Beckman, vp, tv station relations, American | 
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ervations out of,” track shoes “for 
running from ticket office to pass- 
port office to telegraph office—ad 
exhaustum” and a false nose “for 
sniffing out the best places to visit, 
stay, dine or shop.” Holiday says 
it has received requests for hun- 
dreds of reprints. 


e Department of New Laurels: 
True reports that its December 
linage is up 26.4% over Decem- 
ber, 1957, while ad revenue is up 
51.1%. For the 1958 year True’s 
ad revenue is more than $4,000,- 
000—topping 1957 by 21.7%. The 
magazine also reports that its 
circulation for the first nine 
months of 1958 averaged 2,331,- 
576 per issue, an excess over 
guarantee of more than 80,000. 
The guarantee goes to 2,300,000 


ert Dunville, president, and John Murphy, vp, Cros- Broadcasting Co., and Richard Geis, Ralph H. Jones | with the February issue. 


e Assembly & Fastener Engineer- ley Broadcasting Co.; Harry LeBrun, vp and general Co., Cincinnati, WLW-A’s agency. 


ing, November, carried an insert 


Kitchen Business says it made 
an advertising page gain of more 


containing a thin, threaded brass |Cincinnati, is the advertiser. The “new” publication comes out | American Society of Travel Agefts|than 55% in 1958 over 1957. 
nut. The nut was imbedded in a |in January. with a “Do-it-yourself travel agent| 700 pages ran in 1958 compared 


die cut circle fastened on both|e “Everything’s new except the 


kit” theme. The “kit” contained|to 450 in 1957. In three years, 
sides of the insert by transparent |name—and that’s been redesigned,|e In a page ad in the New York Such items as a top hat “for pulling | the publication reports, it has in- 
tape. Fischer Special Mfg. Co., | too,” according to Photo Dealer.|Times, Holiday promoted the last-minute tickets, seats and res- 


‘MR. MARKETKNOWER 


A gentleman who attributes his success to his knowledge of what goes on in~ 
every market. “I don’t treat markets alike—because they're different” he says, 
with more than a little logic. “I cut my advertising pattern to fit my sales cloth.” 


Mr. Marketknower obviously likes to coin a phrase as well as money, and he 
uses Spot Television because it enables him to control his advertising in every 
market. 


To help you know and sell the markets we represent we've prepared a “SELLERS 
HANDBOOK" for each one. They give you everything from A&P Stores to Water 
Hardness, and we'd like to send you any or all of them listed below. 


Just write to Peters, Griffin, Woodward, Spot Television, 250 Park Avenue, N.Y.C. 


MIDWEST EAST 


WHO-TV Des Moines WBZ-TV Boston 4 NBC 

WOC-TV Davenport WGR-TV Buffalo 2 NBC 

WEST WDSM-TV  Duluth-Superior KYW-TV Cleveland 3. NBC 
KBOI-TV _Boise WOAY-TY Fargo . WWI-TV Detroit 4 NBC 
KBTV Denver KMBC-TV Kansas City WJIM-TV Lansing 6 CBS 
MB-TV _ Honolul WISC-TV Madison, Wisc. WPIX New York 11 IND 
ag lt pe . WCCO-TV Minneapolis-St. Paul KOKA-TV Pittsburgh 2 CBS 

‘ ae WMBD-TV Peoria 
KTLA Los Angeles WROC-TV Rochester 5 NBC 


KRON-TV = San Francisco SOUTHWEST SOUTHEAST 

KIRO-TV — Seattle-Tacoma KFDM-TV Beaumont WLOS-TV Asheville, Green- 

KRIS-TV Corpus Christi ville, Spartanburg 13 ABC 

WBAP-TV Fort Worth-Dallas WCSC-TV Charleston,S.C. 5 CBS 

KENS-TV San Antonio WIS-TV Columbia, S.C. 10 NBC 
WSVA-TV Harrisonburg, Va. 3 ALL 
WFGA-TV Jacksonville 12 NBC 
wiv) Miami 4 CBS 
WDBJ-TV Roanoke 7 CBS 


—.~PETERS, GRIFFIN, WOODWARD, mvc. 
Spot TELEVISION 


Pioneer Station Representatives Since 1932 


NEW YORK © CHICAGO + DETROIT * HOLLYWOOD © ATLANTA + DALLAS + FT.WORTH * SAN FRANCISCO 
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creased ad pages by nearly 300%. 
Redbook’s September circula- 
| tion of more than 2,810,000 rep- 
|resented a 6.6% gain over the 
|same month of 1957. Its third- 
| quarter circulation average, 2,- 
|846,000 copies, was the highest 
|quarter in its history, Redbook 
| reports. 

Analytical Chemistry reports the 
largest number of ad pages in its 
29-year history for the year end- 
|ing Dec. 31. During the year the 
Publication carried 876 pages—68 
| pages, or 8.4%, more than in 1957. 
Motor Trend and Motor Life 
report that ad revenue and linage 
for 1958 were the highest in the 
history of the publications. Motor 
Life showed a revenue increase 
|of 37% over 1957 and a linage in- 
| pense of 22%, while Motor Trend 
|revenue went up 6%, linage 4%, 
'the publisher reports. 

WNCN-FM, New York, reports 
an increase of 400% in billings and 
600% in the number of accounts 
| for the first six months under new 
| management. 
| The December Playboy will car- 

ry 106 pages, including 28% ad 
pages, making it the largest issue 
| yet in both pages and advertising. 


printing 
buyers! 
brokers! 


here’s a terrific opportunity for 
OFFSET PRINTING 


plus all the multiple advantages 
of a fast, prestige mailing 
service from 


new york city 


As a result of recent improve- 
ments and greater efficiency in 
| our complete photo-offset oper- 
ation, we find that we can ac- 
-commodate a substantial 

amount of new business dur- 

ing 1959. To assure the right 
type—a regular flow of direct 
mail pieces, booklets, folders, 
sales bulletins, forms, etc.—we 
are offering an exceptionally 
‘attractive arrangement. Full 
agency commission. Brokers 
protected. Write Project A. 


P.S. And we can handle the 
mailing too. 


Presses up to 23 x 30. 


Mail to: 
Mr. Chas, Roberts, 
Roberts & Leinwander, 
225 Broadway, New York City 


ft oe eos Ree Kise Fi pe es Ta é i a * is 
Si : seers Soe Be nm aa : 2 
tae "3 pet re peck. oy SY ese, tah e j Es eee oe yee a Ra é we 
Rai. ‘ake oe ee : ee whe 4 é a i Fe ; a ood ain > ea : oi = 
i b se : Are <a sae ‘ ’ ¢ < 1 3 5 - a 3 oe 
re *. * ‘ , ' J ** o*. : a 
oa 
= he ‘ 
‘ 
- i 
G “ : : Fi 3 i ‘ id 4 ; 
aus 4 Pe acd). eee en ines oe Pain Bey cae : 
bee st sappee , bat eee ee ie Seer ee ee = elie" oe Ea oe oy 
ar am ; r ae se ae og hie : ned a 
> —_— ~ eo —€ é . s p . 
— /| , : 4 | - = > Ee ee 
—s : ‘ bie Ai : 4 om Be 
ie. . e : = oes \ ; ae 2 
y a ae & s : _ gen “an a ro rd - 
Soe a ewe . 3 _ y : oe fs , : Pie fi 
arta git é ete ae ‘ a v eer i. : Fae ee aa 
i Sa, aan eae me j : . 5b ee Sa on 
Pte ee &, ate ee my) vi evs antag mek 
ns . 3 Smite perso gS ere ieee eae S om : Ta sal 
eee! % ae. Res, Seale mae ae 5 ty Co ae 
rr at by. 7 PGE pele See) Seta gi ge mee + aay ea : Beh ee 
Nant ie ee eh ee ee a ek ae te! eae on 
py aly he 1 ae tn matte nee : eee eee hn i ea 
er es 7 Flt ie Pe Sie ck ree ea +i et pre ee y 
ey: : a fe a Naaer Sek fp me Epes, ‘ ay 
bee 3 ee F me ape aiteS, Le a ae es 2 is gen 7 a 
ee ( 9 area ok. weibart GRE 9, SS oe ae ine, Nees oie i: A ll 7 cig 
po igs eo oe, Ra Seca Ae ae ae ae. 2 eee fe Sos ae ’ mh 
o, ; oe Re een ee hea Sa Beare te eh) ee ioe : i 
aae : ; _ Be NE ie eee i Bae pos ae Ghee: a, . 3’ ee 
Be x ». as ay ALR UCR rem caauiegl 2) =P, a ae eee pees gor See Faas. “the - 
ee “a per as . io var Ree 
nee sf 
- 
Reon; - 
gS i Beckman ae 
i an 
Be its ane 
Cote ie 
‘Gee bs 
Meee oe 
aan Ey 
Saat = 
re ete 
sen ey 
“EK : bn. 
pie as 
boy: = be 
F. ‘S oie 
an a 
o's a 7 
1 el 7 ’ = es = = — — fee 
ee MeL ae PS RE ee fe Le ES a ee RS ‘ cel : 
ana te 
ie Le 
Hea - 4 4 
(le Neg 
ester e. 8 
be ee a 
Racat i 
sip ase ah 
eee os Be 
Ps 5 sah oye 
Fak ? . 7 « 
f x, 7 
be pick “e 
boyiciaiss r 
ae at 
Aweaartst: £ a ae 
a “en 
epee ‘ 
¢ . 
sifted i 
Ss iB, 
et ste 
spel en 
er i 
we ect aha, 
ats Pe \ erat 
Ain a Meet 
rs j 
Ber i 
eas te) 
ii ee = 
pea tS 
te =e 
Bi 
- 
porter >. : 
: 4 = % 
- ws ™ 
% A . é : 
a ae 
A ; & & 
ia ‘ ¥ 7 sss 
mie 1 > 2 A aes 
ee 3 ad fos ' a. ae i 
oa 4 bk Si ea Ca fas & i ¢ y G res 
as= ww od vans 
bine. 2 ti? , 
ae 7 a ia 
EAL : re ‘ss 
e cn ’ 
ite: » | coe 3 
e or 
ae | wae 
¥, 4 | ae 
5 4 Shs 
poco id 
id _ | Ee a 
ae | Pie 
m ij ~ me. ay 
r 3 % ? 
. ase 
: ; 5 
a 
| , 
| : “e 
‘ 
ao 
: Eas 
7 i S ig 
he if ; 
> Beis 
& ’ € mane 
* c “—— . f aa 
f es te 
‘ % ee ,’ . 
fo 5 a. . 4, 
ig 
. Po 
Sis 
v iss 
4 - 
ss : : a 
Sx 
\ : 
sg 
ms, 
ia 
Rice an * ae Re ee, > SS Siri) Soa 2 SU ae eee hone gee Sia Faia att EE Ge Fade. el Fel Ma eer ap art ust = “ie ; F ah, 
Sear We a cat eee od Sees fear te be Eri Toe a 7 _ meee gbet 2 nar tn a RG aa ae eT Wis. (Os Aedes. o -ya geet ‘ - Va Me oe ee ne a 
eg a tg he homie Bey St ne Bie ta eS ua Ia Oa ee, ee ONO, "TNS es. ips” 2us tegen, ak ee i ot Si ee rea 
eed Bs ee ae : vale ‘ST were |. jae. ie. hie. ae eas ee ls 
<e Sea + me en tN eee RRS Oe ieee te doe 


40 


t 


Coast to Coast in the U.S.A. and in Canada 


—_——_——— ee ee we ae ae 
——_—o — oe eee 
~~ —a 


Advertising Age, November 24, 1958 


‘Magazine Promoter 
Hettich Aims Own 


EASTERN DIV. 
NEW YORK SPRINGFIELD, Moss. Book at Suburbs 
BANY 
one N 2OCHEsTe® New York, Nov. 18—Arthur N. 
PITTSBURGH BUFFALO (Art) Hettich has an affinity for 
ere  --- long hours and hard work—that’s 
THLADELPHI A . NT, . 
Opens early 1959) why he holds down two jobs. 
n bad TEL RESERVATION Ss ame c y MOONE Ale From 9 to 5 the youthful-looking 


Mr. Hettich is promotion director 
of Everywoman’s Family Circle. 


‘ CHICAGO a But when the _— blows, = 

the ers: DETROIT hats and offices to - 

H YORK on Ry: ¥ igh -_ “oo Po seta ag pcos Me and publisher of Mag- 

;-= neg Saree 85 we ae B-7008 sry porns om ry abooks, a company he created 
{| CHICAGO—WHitehall 4-4100 SAN FRANCISCO—EXbrook 2-8600 . my Mage pee 

1 DETROIT—WOodward 1-800 PHILADELPHIA—LOcust 8-3300 DALLAS og SUE FAUS 5°. epg 

! —_——" — much a could do on the side,” 

' 4-second electronic RESERVATRON or Direct-Line Teletype PACING OW. ee cea Sam | otens 0 inal 

in these ond other principal cities give you fast free room reservo- J the public library researching a 

eds iti ; ; FRANCISCO PORTLAND, Oregon p 

\ tions in 38 cities, coast to coast in the U.S.A. and in Conado. pay ar _ magazine I had in mind. With the 

tines i a nena’ PASADENA outflux of the population to the 

ro a ae eS CANAAN DIV. suburbs, I decided a par 2 aon 

We're giad to see you! New York’s suburbs woul a 

SHERATON HOTELS Torowro—RaMTONon. | RAMA.” 


® This month the magazine Art 


THE ANSWER TO- 


What Daily Newspaper Offers 
Full Coverage of Muskegon County? 


Obviously only The Muskegon Chronicle gives merchandisable 
coverage of the big and growing Muskegon market. ¢ Join the ranks 
of those who know that sales-action calls for The Muskegon Chronicle 
in West Michigan. 


c 


: 


2 


he 


36,845 4,069 281 260 628 
ND RAPIDS GRAND RAPIDS DETROIT CHICAGO 
CHRONNCAA ee GRAD PRESS FREE PRESS TRIBUNE 
99% COVERAGE Only 12% Only 1% Only 1% Only 2% 


There were 34,963 occupied dwellings with a population of 121,545 
in Muskegon County at the time of the 1950 census. 


Circulation figures are from latest ABC statements. 


MITHE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 785 Market St., 
San Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Bldg., Detroit 26, W Oodward 1-0972, 


A Booth Michigan Newspaper 
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| Hettich “had in mind” six months 
ago appears on newsstands as the 
New York Suburbs, 130 pages 
crammed with ads and detailed 
information on living conditions in 
more than 250 suburbs within a 
60-mile radius of Times Square. 

And in six months of working 
15 hours a day plus Saturdays, and 
with his annual vacation from 
Family Circle thrown in, Mr. Het- 
tich has found out “just how much 
a guy can do—and learn—on the 
side. 

“I’ve discovered that in maga- 
zine publishing, it’s possible to 
make a profit with limited capital 
and with limited resources if the 
book is published on a one-shot 
basis,” he said. ““You get into trou- 
ble when you have to meet costs 
and deadlines on weeklies and 
monthlies.” 

Starting with $5,000 and an un- 
derstanding printer, Mr. Hettich 
recruited friends—most of them in 
the ad business—to work on the 
magazine in their spare time. 
These included space salesmen of 
top consumer magazines who sold 
ads on weekends in their own sub- 
urban communities. “And our 
space men did a good job, too,” 
says Mr. Hettich. “We managed to 
sell more than 200 ads, mostly 
fractionals, without even a dummy 
copy.” 


s The massive job of researching 
data on schools, property taxes, 
commutation, shopping facilities 
and other information useful to 
prospective suburbanites was han- 
dled by Fact Finders Associates, 
with Mr. Hettich personally check- 
ing thousands of details for last 
minute accuracy prior to publica- 
tion of 75,000 copies. 

Now being sold at newsstands 
and in book departments of lead- 
ing department stores, the maga- 
zine’s initial sales were reported 
to be excellent. One unexpected 
market for the New York Suburbs, 
said Mr. Hettich, consists of agen- 
|cies, which apparently use the 
"magazine as a low-cost ($1) re- 
| search tool. 

A city-dweller for all of his 33 
years, Art Hettich started in the 
magazine field as a writer with an 
/export trade publication. Prior to 
|joining Family Circle in 1955, he 
| worked as a copywriter at Red- 
| book. 

| Married and the father of three 
| children, he finds his apartment 
|on New York’s East Side is over- 
| crowded. Practicing what he pub- 
| lishes, he plans a move to the sub- 
urbs. 

“T don’t know to which one, 
though,” he says. + 


Pittsburgh Adclub Book Out 

Pittsburgh Advertising Club has 
published a 12-page booklet about 
its organization, titled “Facts You 
Should Know About Pittsburgh 
Advertising Club.” The booklet is 
sent to future speakers, members, 
prospective members, students and 
others. It was prepared under the 
direction of Roger Bolin, director 
of advertising for Westinghouse 
|Electric Corp. and president of the 
club. 


Six Salesmen Appointed 

Gross-Krasne-Sillerman, New 
York, tv film syndicator, has added 
six persons to its sales staff. They 
are Leonard Gruenberg, formerly 
with RKO Radio Pictures; Lynn 
Phillips, formerly with NBC-TV; 
Lynn Wood Hall, previously with 
WCAU-TV, Philadelphia; Gil M. 
Meyer, formerly with CBS-TV, and 
Jeff Davids and Lester Loeb, pre- 
viously with Ziv Television Pro- 
grams. 


Telestar Appoints Rohrs 

John P. Rohrs, formerly with 
Gross-Krasne, has been named vp 
in charge of the central sales di- 
vision of Telestar Films, tv pro- 
ducer-distributor. His headquarters 
will be in Chicago. 
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WHAT IS THE 
“HIDDEN DIFFERENCE” 
BETWEEN THESE 


Magazines communicate with people as few other 
media can. They appeal to the eye . . . they dig deep 
into people’s minds . . . they plant and stimulate 
the acceptance of new ideas . . . they embody a 
permanence that cannot be challenged. And above 
all, they sell products. The hidden difference be- 
tween magazines is the relative magnitude of all 
these positive accomplishments. 


Based on Sindlinger Data 


Setting the stage for a new evaluation of maga- 
zine performance levels, POPULAR SCIENCE 
commissioned Sindlinger & Company to measure 
this “hidden difference.” The result—“A Defini- 
tive Audience Study of General & Specialized 
Magazines” —demonstrates comparative values 
among the audiences of Life, The Saturday Eve- 
ning Post, Reader’s Digest, Popular Mechanics, 
Better Homes & Gardens and Popular Science. 


This marketing study provides new dimensions 
for measuring advertising effectiveness . . . reveals 
what today’s advertisers need to know about their 
customers . . . how they live . . . what jobs they 
hold .. . what they own . . . how they spend... 
and their shopping-buying actions directly re- 
lated to the reading of magazines. 


BAL ROGERS: 6 
OF GS. OESE 


SCIENCE 


FACTS, FIGURES, COLOR PHOTOS CROCHET: 10 ea 


Comparing the Big 3 


“Specialized” Media Advantages 


But more important, this study examines the 
image of each magazine’s influence—in the trans- 
fer from editorial to advertising pages—on poten- 
tial product purchasers. Above all, it gives mar- 
keting men a unique assurance that advertising 
appearing in “specialized” media— 


e Gains a precisely defined audience 


e Obtains preferred status on crowded 
reading schedules 


e Attracts a more venturesome purchasing 
audience 


e Stimulates greater reading, shopping, 
buying action 
e Sells merchandise more efficiently. 


POPULAR 


353 Fourth Avenue, NEW YORK 10, N.Y. 


MAGAZINES? 


This study—based on almost 150,000 telephone 
and personal interviews— offers the first clear-cut 
answers to many important problems of intelli- 
gent media selection previously side-stepped by 
giant mass media. Its data can help advertisers 
and their agencies better evaluate high-cost, high- 
waste media vs. the “built-in’’ advantages of 
specialized media. It provides a completely factual 
basis for matching products with the precise media 
characteristics that prompt faster buying action. 


All magazines put you in direct touch with read- 
ers’ minds. All magazines can help you pinpoint 
someone— or reach everyone. But specialized mag- 
azines alone offer a direct route to the attentive 
reading and buying interests of a vast number of 
the nation’s consumers. Advertisers and agencies 
require this new study—providing important 
background needed for 1959’s marketing decisions. 


Get Your First Volume Now 


Ready for distribution now are advance extract 
reports on Basic Reader Characteristics—to be 
followed by comparative findings on (a) Posses- 
sions and Reader Actions, and (b) Shopping-Pur- 
chasing and Household Spending Patterns. 


Call or write for Volume I, and reserve your copies 
of later findings of “‘A Definitive Audience Study 
of General & Specialized Magazines.” 


New York MUrray Hill 5-5400 - Chicago CEntral 6-5915 - Cleveland MAin 1-7473- Detroit WOodward 2-2663- Portiand, Ore. CApitail 6-2561- Los Angeles DUnkirk 1-1271° San Francisco GArfield 1-3846 
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42 Advertising Age, November 24, 1958 
‘Redbook’ Boosts Seven; |merchandising manager. Redbook! of the McCall’s sales staff, heads | TV j 
Moves with ‘McCall's’ in L.A. also has promoted Theodore C. its West Coast operation. ARB Network Ratings 
Redbook, New York, has named | Standish to manager of special ad- | Week of Oct. 11-17, 1958 
Richard J. Margolis to the new post | vertising projects and James A. Lewyt Offers Train Premium 
of promotion manager, Richard C. |display -y — Wilson to the; [Lewyt Corp., Long Island City, Copyright by American Research Bureau 
Shambroom as merchandising| display ad sta s ; “capture scores of | 
manager and Donald L. Curtiss to) Both Redbook and McCall’s eve |r ee pos by of-| prank 9 Bee os POPULARITY insiloaid 
the new post of director of shop- | moved their Los Angeles offices to fering an electric train as a pre-| °9 
ping center merchandising. Both 3850 Wilshire Blvd. Art Streim, mium with its electronic vacuum 1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............cccccssesseeseeneeneeesnennee 44.9 
Mr. Margolis and Mr. Shambroom |formerly classified representative | .jeaner A 59-piece set of American | 2 Wagon Train (Edsel, Nabisco, R. J. Reynolds, NBC) ..............::s.ccssesemsesseneeerenes 39.3 
formerly were on Redbook’s copy|in California, heads Redbook’s| Flyer electric trains, retail value of | 3 Perry Como Show (Several sponsors, NBC) .........cccvsssssensesessnsrsnenenenenneeeneeees 36.8 
staff. Mr. Curtiss previously was/|L.A. office. Paul Merrin, formerly | $53.90, is being offered for $15| 4  Moverick (Kaiser, Drackett, ABC) 
| when a customer buys the $119.95 5 Have Gun, Will Travel (Whitehall, Lever, CBS) ...........cc.:cccscseeseceerenereenenernnee 33.8 
'cleaner—thus providing a cleaner, © _ !'ve Got A Secret (R. J. Reynolds, CBS) 
for the woman of the house and 7 Price Is Right (Lever Bros., NBC) ................ 
‘electric trains for the offspring. | 8 Bob Hope eS PU sccdeteterincscccepheteetrt el ainesccecvenescccesesninsoecozocvcecce J 
|The offer will be promoted via co- | 9 What's My Line (Helene Curtis, Remington Rand, Florida Citrus, CBS) ........ 32.4 
lop advertising. | Wyatt Earp (Procter & Gamble, General Mills, ABC) .............cccccccsseeseeesseneees 32.4 
} TOTAL VIEWERS REACHED 
| DCS&S Names Two = Pn sian 
Doherty, Clifford, Steers & Shen- | 
| field, New York, has appointed Dr. | Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) o.............c.ccceccseseseseoeeeeeeees 45,250 
Beatrice VanRosen, formerly with 2 Wagon Train (Edsel, Nabisco, R. J. Reynolds, NBC) ..............ccccceeececees 44,010 
William Douglas McAdams Inc., 3 Perry Como Show (Several sponsors, NBC) o.............cccccccccesseeesseeseeceeeernenens 42,720 
technica] and creative director of 4 Maverick (Kaiser, Drackett, ABC) 
ithe ethical drug division. The 5 Have Gun, Will Travel (Whitehall, Lever, CBS) .............ccccccccccsseeeseeeeeeeuee 35,790 
agency also has elected Alfred J.| 6 Parvee Rimeme CHOMP Bipeteente, CIB) saicenccinscnscissctessccansisscovesovscesssevcciconens 
|Carter, merchandising director of| 7 Chevy Show - Dinah Shore (Chevrolet, NBC) we 
the Bristol-Myers unit, a vp. | 8 One IGE I ao cnlepenstengnsonsdnnaiguaiestiotnes 
9 Wyatt Earp (Procter & Gamble, General Mills, ABC) 0...........ccccceee 32,080 
110 Wem eee Pees (Bae, TIE) cancasccsccteckcscectsrtg tases cncenscseesnscsrescsnesgescess 31,700 


* Percentage of homes reached in markets where show appeared. 
** Total number of persons viewing program. 


WHERE IN THE WORLD 


DO YOU WANT TO SHOOT? 
(COME TO FLORIDA... AND SHOOT IT!) 


Signa TV Ratings 
Nov. 1-7, 1958 


Rank Program Rating* 

1 Danny Thomas Show (General Foods, CBS) .............cccssseccseeeesesssenseceneceenaeeeeees 29.5 

2 Wagon Train (Edsel, National Biscuit, R. J. Reynolds, NBC) .................... 28.3 

3 Perry Como Show (Several sponsors, NBC) ...............cccccccccceesseessseeeneeeenseneenees 27.6 

a Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........cc.ccccccccccesceeeseeeeeeeee 27.5 

5 The Rifleman (Miles Lab., Procter & Gamble, Ralston, ABC) ................c000000 26.7 

ee ee 6 What's My Line (Kellogg, Helene Curtis, CBS) ............cc.ccccccccccceseeesseeeeeeees 26.3 
os pS | RE PR BE Re IE prone ee Le ie 25.5 

aryean 8 EE Ia We en Ee ae ES 25.3 
9 Person to Person (P. Lorillard, General Foods, CBS) ...............ccccccceeceeeeeseneee 25.2 

10 Wyatt Earp (General Mills, Procter & Gamble, ABC) .0........cccccccceccceeeeeeees 25.1 


* Ratings are based on one “live” broadcast during the week of Nov. 1-7, 1958. 


5 Sylvester sees Red 


- | and “Hippity Hops” to new sales peaks! 


Sylvester Scott, Jr., juvenile market timebuyer, credits 

soaring client’s sales to WJAR-TV’s unique children’s pro- 

gram, “Hippity Hop, the Cartoon Cop’ —a typical ex- 
wv 3 ample of WJAR-TV’s highly effective creative approach 
> to special programming. 


Me Reta 


In the PROVIDENCE MARKET 


@ am WJAR-TV 
is cock-of-the-walk 


in creative programming ! 


L 


When your next TV commercial is in storyboard stage, | 
don't take umbrage with the creative man who suggests 
a foreign location. Whatever setting you want 

++. we can get for you...in Florida, 361 sunny shooting | 
days a year. And we'll supply everything you need: 
settings, equipment, personnel, legal clearances, 
everything, in fact, but a producer. That’s you. | 
You know what the client wants. We know 
Fiorida...and where everything is. Grips? 
We got ’em. Camera car? There’s one 
on tap. Camera equipment? Name it. 
We got it...and what we don’t have, 
we can get. We're the can do crowd 
and we offer any setting under the 
sun, 361 shooting days a year. 


Contact us Today 
BILL BURCHENAL 


WESCO 
811 Court Street, Clearwater, Fiorida 
Telephone Clearwater 3-5995 CHANNEL 10+ PROVIDENCE, R.I. - NBC-ABC * REPRESENTED BY EDWARD PETRY & CO., INC. 


Send for the colorful booklet that tells 
-— the WESCO story. It shows locations, 
models, equipment. 
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EW HIGH GUARANTE 


EFFECTIVE JANUARY ISSUE 


NO INCREASE IN RATES FOR 
FIRST 8 MONTHS OF 1959 


man’s Market 
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At50, Wade Has New Home, New 


Accounts, Bills at 


Agency Is Rarity— 
Owned for Half Century 
by Members of 1 Family 


By Shirley Ullman 

Cuicaco, Nov. 18—Wade Ad- 
vertising Agency, born in Chicago 
as a one-man, two-room enter-| 
prise in 1909, has begun its 50th} 
year in spacious new quarters in 
the Kemper Insurance Bldg. here 
—after the fifth move in its half- 
century history. 

In a double-header celebration 
dedicating its new offices and 
launching the golden year, Wade 
began its 50th year as one of very 
few agencies which has operated 
under one family ownership for 
half a century. 

The late Albert G. Wade had 
one employe—a secretary—when 
he started the agency with $2,500 
capital in 1909. Early records show | 
that Wade netted $18,000 in his) 
first year on an estimated billing 
of $250,600. In 1958, Wade reports | 
it will handle more than $21,000,- 
000 in billings. 

Wade was one of 191 advertis-| 
ing agencies listed in the Chicago 
telephone directory of 1909. Only 
Wade and two other survivors 
(J. Walter Thompson Co. and 
H. W. Kastor & Sons) appear in) 
the 1958 directory. 


s The Wade history is a story of 
steady, quiet growth. | 
Albert Wade began his career | 
at 17 as a typographer and printer | 
in the infant advertising depart- 
ment of Miles Laboratories, then 
a young patent medicine company. 
He soon became interested in the 
new profession of advertising and 
studied drawing in an evening art 
class. Within a few years, in 1902, 
he joined the copy staff of N. W.| 
Ayer & Son. The following year) 
he returned to Chicago to head 
the copy department of White’s 
Class Advertising Agency, which 
specialized largely in agricultural | 
accounts. The closing of the) 
White agency in 1909 inspired | 
Mr. Wade to open his own agency. 
Among the earliest accounts) 
were Crofts & Reed Co., Moline! 
Automobile Co., Prairie State In- 
cubator Co., Can’t-Sag Gate Co. 
and a number of other agricultrual 
accounts no longer in business. 


s Wade's oldest client association 
has been with Miles Laboratories, 
whose account Mr. Wade acquired | 
in 1921, partly as a result of his! 
previous association with Miles. 
Miles’ Alka-Seltzer, according 
to Jeff Wade, now president of | 
the agency, helped give the agen-| 
cy the needed boost in the slim} 
depression years, when many | 
advertising accounts were “pulling | 
in their horns.” Alka-Seltzer was | 
a “depression-born product that) 
succeeded,” he said; both Miles) 
and Wade weathered the depres- | 
sion woes—though “not without a 
struggle.” 


JUST ASK FOR MARIE... 
Call WAbash 2-8655! 


Let Marie handie your complete 
mailings — including addressographing, 
addressing, multigraphing, fill-in on 
multigraphed letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from ail the 
detail work, 


Direct Mail has been our business for 
25 years. We pick up your rush copy, 
give quick service, do accurate work 
and guarantee prompt delivery. 


a Leller Mop We 


431 S. Dearborn St. + Chicago 5, Illinois | 


$21,000,000 Level 


According to an ADVERTISING 
AGE survey made late in 1934, 
Miles’ Alka-Seltzer was one of 


|six products in six fields which 


made the greatest sales gains in| Albert Wade 
1934 (AA, March 3, 1935). | 
Alka-Seltzer, through Wade, over the presidency in 1951. 
pioneered a new type of transit When Walter Wade took over 
advertising in 1934 in which| management in 1932, the advertis- 
double-size cards told a story|ing industry was slowly under- 
using comic strip copy rather than| going a metamorphosis—the de- 
the reminder copy used by most| velopment of modern marketing 
car card advertisers until then. | methods, research and other tech- 
jmniques to meet the needs of a 
® In 1932, Walter A. Wade, Al-| mighty mass distribution instru- 
bert’s son, after 21 years of service|ment. A new young medium— 
with the agency, succeeded his| radio—also was making swift 
father as president. Albert con-_| strides. 
tinued with the business until| Walter Wade, according to his 
1935, when he retired to White|son, Jeff, had the “vision to 
Pigeon, Mich. Albert lived to see | explore this new medium, grasp 
his grandson, A. G. Wade II (who/its importance and use it with 
prefers to be called Jeff), take | spectacular success.” The story of 


Walter Wade 


Advertising Age, November 24, 1958 


were Alec Templeton, “Lum ’n’ 
Abner,” “Uncle Ezra” and “Quiz 
Kids.” 

At that time, the only yardstick 
of a successful radio show was fan 
mail, Jeff Wade explains. Then, if 
a sponsor’s sales went up, he 
wasn’t as concerned about fan 
mail any more. 

During Walter’s reign, agency 
|billings hit the $10,000,000 mark. 
'In 1944 a Hollywood office was 
the Wade agency’s major success | &Stablished. ; 
has its beginnings in the radio, Walter Wade’s death early in 
and later, tv, fields. 1951 brought his son, Jeff, to the 
|presidency. Albert Wade, agency 
'= To meet the needs of new | founder, died six months later in 
developments in the ad business,| White Pigeon, where he had been 


Walter Wade expanded his own) living in retirement. 

organization to about 11 persons | 

|by 1935, adding some radio spe-|® Because of the change in cor- 
‘cialists. Pete Lund, who retired; porate structure of the agency, its 
from the agency last year, joinmed|name was changed in April, 1951, 
Wade in 1933 and wrote and/| from Wade Advertising Agency to 
produced the “National Barn! Geoffrey Wade Advertising, a 
Dance” for 13 years. Among the corporation owned by the Wade 
other successful radio shows and/| family. 

personalities which Wade spon-| In 1955 the name of the Holly- 
sored, primarily for Alka-Seltzer, 


Geoffrey Wade 


UESTION: 
What big ‘‘newspaper- 
buy”’ in the West 


blankets an isolated market 


so distinctly different that 


it cannot be measured by its 


metropolitan area alone ... and 


which offers you more food sales 


than any but the top 18 metro 


areas... more drug sales than 


any but the top 20 metro 


areas... 


and more automotive 


sales than any but the 


top 


19 metro areas? 
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Advertising Age, November 24, 1958 


Vemenes oat Toe Wma Sennen ene 
_~ 


apo egesas $1780 
Self. Starting a 
Sssasene 


ve 
verdes Equipped with the 
- 


4x6 Long Stroke Motor 


Moline Automobile Co. 14Keokuk St E. Moline, ll. 


Mah grade deatere wenied a 


MEMORABILIA—This page ad was run 
in August, 1909, issues of farm 
publications to promote the self- 
starting Moline, one of the Wade 
agency’s first clients. 


| Advertising Agency “to 
greater stature on the West Coast 
and to gain new business.” Actu- 
ally, according to Jeff Wade, the 
agency is gradually becoming 
known as Wade Advertising again, 
| and eventually, the name officially 
| will be changed. 


give | 


™ | agency, is chairman of the execu- 


| When Jeff took over agency} 


|management reins in 1951, bill- 
|ings were about $14,000,000. He 
|jumped into the tv medium as 
his father had into radio. The 
agency began to grow beyond the 
|giant Miles account, and it added 
|}about 11 new accounts during 
1952-1957, including Alberto-Cul- 
ver Co., which now bills about 
$4,000,000. 


# An unusual story in itself, Al- 
berto-Culver, a small manufactur- 
er of hair preparations, was reor- 
ganized several years ago and 
moved from Los Angeles to Chi- 
cago. When Wade acquired the ac- 
count in 1955 it was billing about 


vertising each year, the company 


skyrocketed its budget last year | formed 


Paul McCluer Hal Thurber 


and for its VO-5 hair dressing and 
other products currently sponsors 
segments of five network tv shows 
and uses heavy spot tv schedules 
and some radio, following the 
Wade formula. 

Wade now has three offices— 
Chicago headquarters, the Holly- 


;employs 135 persons—101 in Chi- 
|cago, 30 on the West Coast and 


four in New York. 


executive 
three years 


an committee, 


ago. 


| by 


tive committee, 
Nelson, director of marketing 
research, is co-chairman. Also on 
the committee are Jeff Wade; 
Robert E. Dwyer, group super- 
visor; L. J. Francl, business 
manager, and Hal J. Thurber, 
exec vp. 

Mr. Thurber, who joined Wade 
in September, 1957, as exec vp with 
primary responsibility for business 
development, said that until re- 
cently Wade didn’t have the facil- 
ities to go after new business. Now 
| the agency is seeking new accounts, 

and it can cite three acquired 
since mid-1957—L.O.F. Glass Fi- 
|bers Co., Mohawk Petroleum 
Corp. and Henry C. Lytton & Co. 


down business from a pharmaceu- 
tical maker whose products might 
/compete with Miles products. 

The new Wade slogan is “spe- 
costs.” The 


ducing unit sales 


NSWER: 


Heart of the Pacifii 


the two big Spokane Newspapers 


The Spokesman-Review and 
Spokane Daily Chronicle 


they cover a market that is 


F times at bu 


as ul looks 


The market covered by the two big Spokane newspapers is one of 
the West's truly great sales areas. Walled-in on all sides by giant 
mountain ranges and with 300 or more miles separating Spokane 
from other metro areas, it is an isolated and unified sales entity that 
is ONE BIG EXCEPTION to the metropolitan concept of markets. 


Measured by population . . . income . . . or sales . 


. . it’s 4 times as 


big as its metropolitan center. And you sell it completely and effec- 
tively with just one big newspaper-buy: The Spokesman-Review 
and Spokane Daily Chronicle. You'll want to be sure the two big 
Spokane newspapers are on all of your “A” schedules! 


4 TIMES AS BIG AS ITS METRO AREA IN POPULATION, INCOME, SALES! 
Metropolitan Spokane 


Total Spokane Market 


NET INCOME 


$1,882,175,000 


The Spokesman-Review and Spokane Daily 
Chronicle reach 5 out of 10 families 


Retail Trading Zone 
mx 


ES 


Chronicle reach 7 out of 10 families 


NET INCOME 
$1,180,840,000 


The Spokesman-Review and Spokane Daily 


c= 


Northwest 


WET INCOME 
$511,663,000 


The Spokesman-Review and Spokane Daily 


Chronicle reach more than 9 out of 10 families 


All data: SRDS May 1958 


9 out of 10 Subscribers delivered at Home—86.41% UN-duplicated 


Advertising Representatives: Cresmer & Woodward, Inc. Sunday Spokesman-Review carries Metro Sunday comics and This Week magazine 


1 out of every 


2 families 


and Louis J.| 


45 


: wm | McCluer, general manager of the| boasts: “Without a single excep- 


tion, all 17 clients have shown in- 
creases in sales and profits during 
the period in which we have han- 
|dled their advertising.” 


® An agency with singularly few 
vps, Wade hasn’t been much con- 
cerned with titles in the past, 
according to Jeff. The Wade vps 
|are Forrest Owen Jr., manager of 
the Hollywood office, and Snow- 
den Hunt and Isabel Beasley, 
both in that office. 

Four of the Wade employes are 
more-than-20-year veterans: Mr. 
Dwyer, who joined Wade April 1, 
1935; Mr. Nelson, who joined June 
| 24, 1935; Edna Phillips, Mr. Mc- 
| Cluer’s secretary, Feb. 6, 1936, and 
Larry Davidson, who has been in 


wood branch and a New York (for ty). He said that in the past | the Hollywood office for the past 
service office opened in 1954. It) wade occasionally has had to turn year, Aug. 3, 1936. # 


‘Pittsburgh Plate Sponsors 


| Tie-in Mirror Promotion 
Pittsburgh Plate Glass Co., for 


$75,000. Steadily increasing its ad-|" Today, the agency is managed | cialists in increasing sales and re-/| the first time in it 75-year history, 


|will sponsor a department store 


Paul| agency points to its 17 clients and | mirror promotion which will allow 


local tie-ins with its national ad- 
| vertising. Initially, the tie-in pro- 
motion will be geared to Christmas 
sales of door mirrors. Special dis- 
play materials, which include a 
life-size cut-out picture of Garry 
|Moore, banners and booklets for 
customer distribution, will be made 
available to retailers. PPG is a 
sponsor of the “Garry Moore 
Show.” 


Vulcan Appoints Atwood 

Edward A. Atwood Jr. has been 
appointed director of advertising 
and public relations of Vulcan Ma- 
terials Co., Birmingham, Ala., pro- 
ducer of road building and con- 
struction materials and chemicals. 
Mr. Atwood was formerly director 
of advertising, sales promotion and 
pr of Mead-Atlanta Paper Co. 


Singer Joins Benwill 

Gary E. Singer, former adver- 
tising manager of Burndy Corp.’s 
Omaton division, has been named 
director of advertising and sales 
promotion by Benwill Publishing 
Corp., West Newton, Mass. 


‘Mining’ Buys ‘Prospector's’ 

Prospector’s Digest has been sold 
to Donald Segerstrom. The Digest, 
published six times a year, will be 
| consolidated with Western Mining, 
| Sonora, Cal., owned by Mr. Seger- 
| strom. 


SAVE $50 


release 
alone! 


All NEW 
for 1959! 


BACON’S 
PUBLICITY 
CHECKER 


The only complete guide to the nation’s 
business, farm and consumer magazines 
can save you $50 per release. Selects the 
right magazines for your list. Ends wasted 
money in photos, addressing and postage. 

The Checker is coded to show what 
material is used by over 3450 publications, 
Listings complete with editor's names, 
addresses, circulation, publishing com- 
pany and issuance date. Complete 336 
page manual —just $18.00. Send today. 


— —-— ON APPROVAL — — — 
r copies of | 


Send me on approval 
1 Bacon’s Publicity Checker 1959 at $18.00 ea. 


| Billi: OME CO MY COMPANY 
| Nome 
| Firm 
| Addre 

City. 


BACON'S CLIPPING BUREAU 
14 E. Jackson Blvd Chicago 4, Illinois 
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DEN 


The Voice of the Rocky 


‘Denver, Colo—Cimet® eee 


President Eisenhower 
has told Mayor Will Nich- 
olson in a letter that he © 
was amazed by Denver’s © 
growth on his visit here 
last weekend. 

Mayor Nicholson said 
the president spent most 
of Saturday afternoon and 
much of Sunday touring 


areas. 
“Not until I had seen Denver 


Colorado's farmers 
from their 1958 crops, the Colorado and 


Agriculture Departments Pp 
that farm income in Colorado is 


This means 
d to surpass the $603 million hig " 


smistic outlook 1s based 


“Congratulations!” 
The letter was written aboard 


the presidential plane Columbine 
III en route to Los Angeles. 
VISITS MISSILE PLANT 
Eisenhower visited two golf 
courses and the Martin Co. mis- 
sile plant Saturday afternoon 
in a tour of the Denver metro- 


on estimate 
nounced by the f 


ment Friday. 
o's wheat crop, for ex- 
ed to total 70,- 


with average 


accompanied 
by Aksel Nielsen, Denver mort- 
gage banker and long time per- 
d| sonal friend, and George E. 
Allen of Washington, “friend of 
presidents,” left the Brown Pal- 
ace Hotel at 2:22 p. m. in @ 
rented car and returned at 6:10 


P 


oot U. S. Slump 


1952, when 56,700,000 bushels : pit 
were harvested. Last year’s he relative stability 
wheat crop totaled only 32,- which the Rocky 
132,000 bushels. 
Other indicated yields 
acre, and preduction, i 
ly, of Colorado crops, as an- 
nounced by the State Agricul- 
ture Department: 

Corn—55 bushels per acre; 24,- 
585,000 bushels. 

Sorghum grai 
000. 
Dry beans—880 pounds per 
acre; 1,778,000 pounds. 

Sugar beets—17.5 tons per 
acre; 2,485,000 tons. 

Potatoes — 216 hundredweight 
per acre; 12,969,000 hundred- 


weight. 
Peaches—1 820,000 bushels. 


prising degre 
in manufacturing employ- 
ment in this area,” says 
do Department 


. m. 
The presidential car was con- 
voyed by two automobiles car- 
rying Secret Service agents. 
Although golf clubs were load- 
ed into the car, Eisenhower con- 
fined himself to looking, not 
playing, at Cherry Hills, his old 
haunt before his heart attack in 
September, 1955, and at Co- 
jumbine Country Club. 
The president also visited 
Broomfield Heights, the new 
housing development 18 miles 
north of Denver. 


n—25 and 10,675,- 


ment of Commerce and from his 


department show the decrease 
in manufacturing employment 
in the five-state Rocky Moun- 
tain area has been less than in 
any of the other seven regions 
surveyed by the Commerce 


the Int 


Department. 
M ay Co e The Commerce Department 
lists Montana, Idaho, Wyoming, only 3 pet., compared to 9 pet. 
Colorado and Utah as compris-| as a national average. 
The drop in the Great Lakes) This is the picture released by the Mar 
President Eisenhower surveying a Titan 


ky Mountain region. 
New| region 


in manufacturing em- 
,|ployment was @ sharp 14 pct. in| of Martin-D est stands d 


the same period. This was due 


largely to layoffs in the auto- * * 
mobile industry. fa u ilding : re) | 


In July of this year, Teets 


pointed out, unemployment stood 
nationally at 7.5 pet. and in Colo- ri eads for 3 
.. ‘ 

, 


The other regions are 
enver's static ¢ 


ToExpand 
At Center 


May-D&F will begin construc- 


tion Monday of a $750,000 addi- 
™: fonr to its store 


May, 
prackets the sharpest eco 
.. declines in the reces- 


Ti Aer 
we only 3.6 pct. 
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March 31, 1958 
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PHOTOGRAPHIC 
REVIEW 


Cornelius Ryan McCarthy 
TABLE TALK—Among the admen attending the Adver- 
tising Council’s Awards Luncheon in New York on 
Nov. 13 were John C. Cornelius, president of the 
American Heritage Foundation, which sponsored the 
pre-election campaign “Give a Buck—Don’t Pass 
the Buck”; Michael P. Ryan, director of advertising, 
Allied Chemical Corp., coordinator of the campaign; 
and Cal McCarthy Jr., vp of the volunteer agency, 


Howard 

GENTLER MOOD— Michael Lang, whose rough handling of papa’s watch j —_—_—_—_—_— 

on tv commercials makes viewers’ palms itch, is shown here with ——— : 

Elgin National Watch Co.’s S. D. Moorman, vp in charge of market- 

ing of the watch division, and Gordon Howard, ad manager. J. Wal- 
ter Thompson Co., Chicago, is Elgin’s agency. 


lang Moorman 


» MALTED! 


=< 


Holbrook Repplier 
Foote, Cone & Belding. Both coordinator and agen- 
cy received council awards. At another table were 
Leo Burnett, head of his own agency and a vp of 
the ad council; Robert D. Holbrook, chairman of 
Compton Advertising; and T. S. Repplier, ad coun- 
cil president. The Burnett and Compton agencies 
were cited for their work in behalf of the council’s 
U.S. Savings Bonds campaign. 


Burnett 


‘ 


BiG—Dwarfed by one of six giant, 
three dimensional outdoor boards 
Mars Inc. is using in the Los An- 
geles area are (l. to r.) Bob Nye, 
West Coast representative for Knox 
Reeves Advertising, and two Mars 
ay executives, Herb Lehrter, general 
advertising manager, and Jim 
Fleming, vp and assistant general 


.. manager. 


Irving Lipscomb Hopkins 


Booster—Charles T. Lipscomb, president of the Bureau of Adver- 


Cavanaugh MacDonald Quaas Pleuthner Sours Fish Johnson 


tising of the American Newspaper Publishers Assn., is shown with 


TWO HEADS—The gentleman carrying the spare is 
Willard A. Pleuthner, vp in charge of communica- 
tions of Batten, Barton, Durstine & Osborn, who 
spoke before a meeting of the Minneapolis adclub. 
Wearing the hats used to illustrate his talk on com- 


officers of the Atlanta chapter of the American Assn. of Newspaper 
Representatives during Mr. Lipscomb’s visit to Atlanta to kick off 
the BofA’s “Total Selling” program. The AANR officers are Bill 
Reese, Katz Agency, president; Campbell Irving, Shannon & As- 
sociates, secretary, and Leonard Hopkins, Kelly-Smith Co., treasurer. 


munications are Laurie Cavanaugh, Minneapolis 
Star-Tribune; Bucky MacDonald, Minnesota Farm- 
er; Dick Quaas, KMSP-TV; Jerry Sours and James 
S. Fish, General Mills, and Edward Johnson, Greater 
Minneapolis Council of Churches. 
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GERMAN SIMPLICITY—German cigaret advertising is noted for its stateliness and sparse 
copy, witness the examples above—all current campaigns. The many brands jostling 
for positions in the market seem to aim primarily at establishing an image through 
pictures. Often a picture of the pack against an exotic background is enough. The ads 
above also serve to highlight some postwar trends in the German cigaret market. Ger- 


man women have become smokers and are sometimes shown in ads. Filter cigarets have 
invaded the market. The filter brands today have 48% of the German cigaret market, 
as against 38% last year. Reemtsma, Germany’s largest cigaret maker (see ad above for 
Gelbe Sorte), is a McCann-Erickson client. Gloria cigarets are being handled by J. Wal- 
ter Thompson Co. The Hanns Brose agency handles Waldorf-Astoria. 
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Best Seller in DENVER because: 
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§ It is a formidable coalition 


: 


® of magazine prestige and color, 
newspaper penetration 
and scletivity. .: 4.- 


“ly 


the EX’TRA dimension 


_ of great newspapers... 


LOCALLY EDITED GRAVURE MAGAZINES 


Akron Beacon Journal Denver Post Louisville Courier-Journal Phoenix Arizona Republic 
Atlanta Journal and Constitution Houston Chronicle Newark News St. Louis Globe Democrat 
Columbus Dispatch Indianapolis Star Times Picayune, Dixie Roto Toledo Blade 


12 of the best of the 52 Home Edited, Gravure Magazines by which you can reach any part or all of the nation. 
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\James J]. Devine, 
\|Ex-Head of Own Rep 
Company, Dies at 69 


New York, Nov. 18—James J. 
Devine, 69, who retired five years 
ago as president of J. J. Devine & 
Associates, newspaper publishers’ 
representative, died yesterday at 
his home of a heart attack. 

After attending the Fairmont 
| State Normal School, in West Vir- 
|ginia, Mr. Devine taught school 
there for several years before join- 


Advertising Age, November 24, 1958 


ing the Telegram, Clarksburg, W. 
Va., as an advertising salesman. He 
became advertising director, busi- 
ness manager and finally co-pub- 
lisher of the newspaper. 

In 1923 Mr. Devine came to New 
York and started his career as a 
publishers’ representative. He was 
part owner of about ten small daily 
newspapers in the East and Mid- 
west at. various times, and coun- 
seled a number of publishers on 
reorganization to meet the prob- 
lems of the depression in the 1930s. 


® He also acted as a broker in the 


The tale of the Cool Muffler 


Once upon a time there was a man named 
Max Ross who was distributor in a town called 
Muskegon for mufflers called Midas. 

Now, Max was no ordinary distributor, con- 
tent to lean on national advertising to sell his 
mufflers. Max was one of those fellows some- 
times called a “‘go-getter’’. When the man 
from WOOD-TY called, he popped. 

But you know about those go-getters. They’re 
tough — keep asking for things like imagina- 
tion, interest, sell. And in local TV production, 
sometimes these elements are a little tricky 
to find. 


But, did he have troubles at WOOD-TV? 


MUSKEGON 
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Not a minute. Without a lot of huffing and 
puffing he got local commercials that had 
(1) imagination (2) interest (3) sell. 


The week of the World Series, staffman Mel- 
voin characterized Casey Stengel; when 
Elfrida Von Nardroff went to defeat on “21’’, 
Melvoin was Elfrida Von Midas. Here he does 
a takeoff under the moniker of Jazzmo Midas. 


Now, because he’s a go-getter and because he 
uses WOOD-TV-produced commercials that 
have (1) imagination (2) interest (3) sell — 
Max is distributor for Midas Mufflers 
in Muskegon (pause) Grand Rapids (pause) 
and Kalamazoo. 


woo 
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If you have a client who is a go-getter, tell 'im 
about WOOD-TV and he'll prosper like Max. 
If he’s a meat head, tell ’im anyway. To- 
gether, we might make him successful in spite 
of himself. 

Now, call that Katz cat that’s been hanging 
around your door. 

WOOD-TV is first - Morning, noon, night, 


Monday through Sunday - May ’'58 ARB 
Grand Rapids 


WOOD-AM is first - Morning, noon, night, 
Monday through Sunday - April '58 Pulse 
Grand Rapids 


Everybody in Western Michigan is a WOODwatcher 


AM 
TV 


WoOODIland Center, Grand Rapids, Michigan 


WOOD-TV - NBC Basic for Western and Central Michigan: Grand Rapids, 
Battle Creek, Kalamazoo, Muskegon and Lansing. WOOD - Radio - NBC. 


sale of newspapers on various oc- 
casions. 

He headed the Devine-Tenney 
Corp., predecessor to J. J. Devine 
& Associates, for a number of 
years. At one time his company 
represented more than 70 newspa- 
pers and operated offices here and 
in Atlanta, Chicago, Des Moines, 
Detroit and Hollywood. 

Of his four surviving sons, James 
F. is with the Audit Bureau of Cir- 
culations, Chicago; Joseph E. is 
with Young & Rubicam, New York; 
Charles R. is with the advertising 
department of Reader’s Digest, and 
Richard C. is with American Ex- 
press Co. 


KENNETH F. TAYLOR 


SrockTon, CAL., Nov. 18—Ken- 
neth F. Taylor, 48, general adver- 
tising manager of the Stockton 
Record, collapsed and died in Pa- 
cific Memorial Stadium Nov. 8, 
while attending the College of the 
Pacific-San Jose State football 
game. 

He was taken to Stockton Emer- 
gency Hospital but was pronounced 
dead on arrival. An autopsy report 
stated the cause of death was an 
acute coronary insufficiency. 

Mr. Taylor began his newspaper 
career with the Stockton Record at 
the age of 12 and subsequently 
moved through circulation, mailing 
room, advertising proof and dis- 
play desk to merchandising man- 
ager and then general advertising 
manager. 


DONALD PAGE 

New HAVEN, Nov. 18—Donald 
Page, 65, a sales director of Philbin 
& Coine, New York agency, died 
Nov. 13 in the Grace-New Haven 
Community Hospital of a heart ail- 
ment. 

Mr. Page, a suburban Wood- 
bridge resident, was a nephew of 
the late Dr. George B. Grinnell, 
naturalist and explorer, who 
founded the First Audubon Society 
and was an organizer of the New 
York Zoological Society. 


JOSEPH BLUE 


NEwTON, MaAss., Nov. 18—Joseph 
Blue, 57, founder and vp-director 
of Lloyd Advertising Co., Boston, 
died Nov. 15 at his home here. 

He was an alumnus of both Bos- 
ton University and Northeastern 
University and for several years 
was a staff member of Babson In- 
stitute. He was a director of the 
Financial Advertisers Assn. of New 
England and a member of the Fi- 
nancial Public Relations Assn. 


ABRAHAM M. BASS 

VINELAND, N.J., Nov. 18—Abra- 
ham M. Bass, 70, publisher of the 
Vineland Times-Journal and the 
weekly Hammonton News, died 
Nov. 15 in New York City. He had 
suffered a heart attack the previ- 
ous evening. 

Mr. Bass, a native of Latvia, 


came to New York as an infant 
|and was a newsboy in the Wall St. 


area before coming to Philadel- 
phia in 1915. After some years as 
a salesman, he became advertising 
director of the Vineland Evening 
Times in 1932. It merged with the 


| Evening Journal in 1942, and sev- 
|en years later Mr. Bass became 
| publisher. 


The Times Journal bought the 
Hammonton News last August. 


Fulton, Morrissey Adds 
Ekco-Autoyre Division 

Ekco Products Co., Chicago, has 
appointed Fulton, Morrissey Co., 
Chicago, to handle advertising for 
its new Ekco-Autoyre division, 
which includes Autoyre bathroom 
accessories, kitchen tools, gadgets, 
bakeware and mops. Fulton, Mor- 
rissey also has been handling Ek- 
co’s Kennatrack sliding door hard- 
ware division for the past year. 
Dancer-Fitzgerald-Sample and 
Gordon & Hempstead also handle 
portions of the Ekco account. 
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A new fron tier 


in Canadian Publishing 


Starting September 12th, 1959, Weekend Magazine will be published simul- 
taneously in English and French. With the inclusion of three French-language 
newspapers, Le Nouvelliste, Trois-Rivieres; Le Soleil, Quebec City and La 
Tribune, Sherbrooke, the total circulation will be more than 1,700,000 which 


is coverage of four out of ten of ALL the homes in Canada. 


With the addition of its French- People are markets....... and 


language edition in these three leading 
newspapers, Weekend will cover 
36.7% of the 1,066,000 homes in the 
Province of Quebec—double its pre- 
vious coverage. In fact, 23.5°° of 
Weekend’s total circulation will be in 
the province of Quebec, which ac- 
counts for 23.36° of Canada’s total 
retail store sales. 


Weekend Magazine will reach more 
people than ever before with a circula- 
tion in excess of 1,700,000, which is at 
least 700,000 more than any other 
magazine in Canada. Complete infor- 
mation is available in the United States 
from O’Mara and Ormsbee, or in Can- 
ada from Weekend Magazine, 231 St. 


James Street West, Montreal. 


The biggest single 


Weekend 


selling force in Canada (Rls 


Published as part of the neek-end editions of 32 leading Canadian Nenspapers 


CALGARY Albertan LONDON Free Press QUEBEC Le Soleil (Sept. 12, 1959) TIMMINS Daily Press 
CHARLOTTETOWN Patriot MEDICINE HAT News QUEBEC Chronicle-Telegraph TORONTO Telegram 

CORNER BROOK, NFLD. Western Star MONCTON Times and Transcript SAINT JOHN Telegraph-Journal and TROIS-RIVIERES 

EDMONTON Journal MONTREAL Star Evening Times-Globe : 

FORT WILLIAM Daily Times-Journal © MOOSE JAW Times-Herald ST. JOHN'S, NFLD. Evening Telegram co Seaenet Sigh 95, 0609 
HAMILTON Spectator OTTAWA Citizen SHERBROOKE - VANCOUVER Sun 

KINGSTON Whig-Standard PETERBOROUGH Examiner La Tribune (Sept. 12, 1959) VICTORIA Sunday Times 
KIRKLAND LAKE Northern Daily News PORT ARTHUR News-Chronicle SUDBURY Stor WINNIPEG Tribune 


LETHBRIDGE Herald PRINCE ALBERT Daily Herald SYDNEY Cape Breton Post THE STANDARD 
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AB-PT Profits Increase ‘erating profit of $1,100,000 or 25¢ 
American Broadcasting-Para-|® Share, compared with $1,333,000 
mount Theaters, New York, has ° 30¢ a share for the third quarter 
reported net operating profits of °! ‘57. 
$4,142,000 or 94¢ a share for the 
first nine months of 1958, against Towne Joins Smith/Greenland 
$4,033,000 or 91¢ a share for the Leslie Towne, formerly with 
corresponding period of 1957. This Emil Mogul Co., has joined the 
company does not release its gross' media department of Smith/ 
sales figures until the end of the Greenland Co., New York, which 
year. There was a drop in the third has moved to larger quarters at 
quarter, with an estimated net op- 730 Fifth Ave. 


oe* “S824 
or" Th the first 50” "* 0, 
eo” morning papers Riverside *, 
Enterprise ranks 29th in Retail ‘ 
advertising, 43rd in total Display * 
+ advertising, 47th in Total adver- 
+ tising and 35th in Financial, 
“See. 


see the man 

from RIVERSIDE 
PRESS and 
ENTERPRISE 


*Source Media Records 


Czufin Everts 
Dettling Quinlan Wortman Klotz Thurn 
MASS WINNERS—Eight Gardner Advertising Co. art Joe Dettling, Fred Czufin, Al Quinlan, Trent Everts, 
| directors won awards in the first annual competition Jim Wortman, Don Klotz and Bob Thurn. Not pres- 
Represented nationally by Doyle and Hawley, Los Angeles, for commercial artists sponsored by the St. Louis’ ent for this picture-taking was Dale Kirchhoff, the 


11,193,882 lines of retail advertising ‘57 


San Francisco, New York, Chicago, Boston, Minneapolis. Art Directors Club. Gardner winners shown here are’ eighth winner. 
ad :, id |more results by letting the compe- 
Cc A io] A | Sell Unique Ad |titors’ dollars work for them and 
sig |by building the newspaper sales 
} a z Uses of Dailies, | pitch in areas where the competi- 


#2. © set a os 5 seers 


—— 


Beirn Advises AANR _ ‘ion leaves oft.” 


New York, Nov. 18—Tips on|# He said newspaper reps should 
how newspapers can get the jump) push the flexibility and “inherent” 
on competitive media were offered | topical interest in the medium, es- 
by F. Kenneth Beirn, president of) pecially by playing up the “unique” 
|C. J. LaRoche & Co., who suggest-| copy approaches that can be used 
|ed that newspaper reps accent the|by advertisers and agencies in 
| positive. ‘newspaper ads. * 

Speaking before the New York | 
unit of American Assn. of News- Swenson Joins Noble 
paper Representatives last week,| Ajlen A. Swenson, formerly farm 
Mr. Beirn warned that newspapers | products marketing representative 
—and any other medium—will get | for the New Jersey Department of 
nowhere by knocking the compe-| agriculture, has joined the crea- 
tition. |tive staff of Albert Sidney Noble 

Instead, he suggested newspaper | advertising, New York. 
salesmen use a “more creative and | 
constructive approach” in selling|S. D. Warren Names Two 
the medium, concentrating in areas| S. D. Warren Co., Boston, print- 
“‘where the competition leaves off.” ing paper manufacturer, has named 

“Destructive comparisons with| James H. Watson and John F. 
| other media will destroy more than | Howe associate advertising direc- 
they will build,” said Mr. Beirn,|tors under Elsworth Geist, adver- 
“and newspaper reps can produce | tising director. 


Why? E. H. Walker prefaced 
this remark by pointing out that 

business papers are the sorters 
and fact-finders, and that it was 


NOW! 


FORT LAUDERDALE 
ABC City Zone Population 


114.477 


FORT LAUDERDALE NEWS 


BUSINESS NEWSPAPERS ASSOCIATION REPRESENTED BY: 


137 Wellington St., Toronto, Ontario 0 b CANA D A ‘ Burke, Kuipers & Mahoney Inc. 
Publishers’ Representatives 
of Florida 


“... compulsory for every business 
man to turn to the printed word... 
our economists, Our engineers, our 
sales people and our purchasing 
agents.” 


“We at General Motors of Canada”, 
concluded Mr. Walker, “also look to 
business papers as a natural medium E. H. Walker, President, General Motors 
for telling others in business about our- ee 

selves and our products.” 


+.. circulation independently audited. 
... editorial to highest ethical standards. 
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: electronics confirmed for 4 READERSHIP 
‘4 / 
if. 


readers’average 6 hours 56 minutes every month 


4 
4 


F Media selection is easy if one publication can prove that it provides the right kind 
Pa of readership. 

——— oo Hs is wetatirly simple statement and would seem to make the spending of advertising 

dollars a very simple job. Unfortunately, it’s not so simple because the right kind of 

readership means the right kind of editorial and the right kind of circulation .. . 

An excellent yardstick for measuring readership is “time spent reading the pub- 
lication.” electronics readers average 6 hours 56 minutes every month studying the 
editorial and advertising pages. (*See footnote) 

In the electronics industry, electronics provides 52,000 research-design/ produc- 
tion/management engineers who pay $6.00 a year to subscribe because they need it 
to keep abreast of the field. electronics maintains a staff of 26 full-time editors to 
adequately cover the technical and business trends in the great growth industry 
that it serves. 

; Advertising dollars for electronics business spent in electronics magazine buy 
the right kind of readership. 

(*Footnote — Ask your electronics representative to show you the “Electronics 
Profile Survey.” ) 
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oO Published WEEKLY plus the mid-year electronics BUYERS’ GUIDE 
A McGRAW-HILL PUBLICATION + 330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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. Network Spot 
Network and Spot TV Expenditures oo. 
omitted) omitted) 
By Product Classification: January-June, 1958 Sey Sivening & Laundries... _ h. 
ES RIES, ARI He ae — 
Network Spot Total | Network Spot Total RCOINGR: sasctinsectabentativssccvcsendgiesbos 3,627 1,355 
(000 (000 (000 (000 (000 (000 Medical & Dental ..........cc00 _ 80 
omitted) itted) itted) itted) itted) omitted) Moving, Hauling, Storage ............ _ 179 
AGRICULTURE o.oo ecoovnrsnernrsnenen $ 13 $ 677 $ 690 Fixtures, Plumbing, Supplies ....... - 308 oa dR ok go Fey oe agmmiee “ay 4! 
ID wtsstisenininerscncwesistietocien 13 357 370 | Materials -.-novnrmernnseneneesen . 1,053 340 1,393 i ni ra 
Miscellameous ...cecceeccesuneennseennees — 320 Si io ae 687 823 le | See See ee x 
Deimeee Saal 60 16 % Miscellaneous Services .............+ 522 
BAR, DETR GWOT ccecccssccciccicen 3,174 21,002 24,176 Miscellaneous 55 157 212 COSMETICS & TOILETRIES 24,109 
i i io ciccinietiblenecinctiiaitie 2,758 19,236 21,994 industrial Materials Institutional . 5,392 oe 5,392 Cc i 3,642 
TOD csttitisilinsevidattinictntesenescnccsntinitiign 416 1,766 2,182 imate Bo 1,931 
| CHEMICALS INSTITUTIONAL .......... 68 yee 68 | Depilatories ............ce-sssue pea 115 
AMUSEMENTS & ENTERTAINMENT 213 252 465 Hair Tonics & Shampoos 4,967 
CLOTHING, FURNISHINGS, Hand & Face Creams & Lotions .. 2,266 1,653 
AUTOMOTIVE. ........000+ 4,004 32,856 IED: Wiscccciueetccvesseeetespnacee 1,756 5,853 7,619 | Home Permanents & Coloring ...... 7,541 3,114 
PDP ONED wscerneevecnenneooenronsersore 2 3 | Getting 623 4,866 5,689 Perfumes, Toilet Waters, ett. ...... 325 443 
Batteries .................. 15 571 j Footwear ney 869 838 1,707 | NR IIE ai sonciowcenedidaevsaterenses 3,291 274 
SI i etainscantrsnencemns 2,453 26,756 | ~— Hosiery .............. 59 144 203 | Shaving Creams, Lotions, ete. ...... 2,838 867 
Tires & Tubes 766 2,086 Miscellaneous eapceccoccccssunsnepapessenbonss 5 15 20 Toilet Soaps RES 7,262 6,479 
Wrushe & Tellers Se 1,133 | Miscellaneous ccesccsssceceeacssnetse 816 624 
Misc. Accessories & Supplies ........ 619 713 1,332 | CONFECTIONS & SOFT DRINKS ... 5,308 13,926 19,234 | 
Automotive Institutional ................ 975 —_ C76 | Cesleet avnincneanuiinine 4,425 5,394 9,819 | DENTAL PE Santsicenssresesscsneoe 8,940 8,186 
Gat DeRNRG cecisteinitigerstaabtteentaaiienias 883 8,532 9,412 | INE i trallctneaptibamnniiintnancscstoere 7,835 7,347 
BUILDING MATERIAL, EQUIPMENT, Mouthwashes .... 819 375 
FIXTURES, PAINTS ...........:000e0cseees 7,247 1,644 » 8,891 | CONSUMER SERVICES. ...........000000 6,525 7,252 13,777 Miscellaneous .........0.sccesceseseseseees 286 464 
Packaging Group as. tae 
Reports Trend to ie 
Fiber Cans, Tubes ; 


New York, Nov. 18—A survey 
among companies which switched 
their product packaging to fiber | 
cans or tubes shows these compa- 
nies experienced an average sales 
increase of 32% following the| 
change. 

The Better Packaging Advisory | 
Council, New York, which made | 
the survey among 800 manufac- 
turers in 18 separate markets and 
industries, also reported that 30% | 
of the companies had replaced | 
folding and set-up cartons and) 
boxes, metal cans or corrugated | 
cartons and boxes with fiber cans 
or tubes during the last five years. 

Reasons listed for the change 
included (1) better package ap- 
pearance, (2) better product pro- 
tection, (3) durability and economy | 
in shipping, as well as (4) lower. 
costs of the containers. 

Of all companies surveyed, | 
74.4% reported a cost reduction in 
at least one of three categories— 
container cost, shipping cost or 
filling and sealing cost. = 


Petersen Boosts Brown 

Robert E. Brown, for the past 
year an account executive with) 
Petersen Publishing Co., has been 
appointed ad sales manager of the 
publisher’s Detroit office. The De- 
troit post has been temporarily 
held by William Callahan, editor- 
in-chief of Motor Trend’s Detroit 
office, who now resumes his edi- 
torial post. 


Kramer Joins Arnold, Fortas 

Victor H. Kramer, a former. 
chief of the general litigation 
section of the Department of 
Justice’s anti-trust division, has 
become a member of Arnold, | 
Fortas & Porter, Washington law | 
firm. Mr. Kramer left government | 
service in September, 1957, to 
open his own law practice. 
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FREE SAMPLE 


World’s great- 
est premium... 
PLASTIC 
HOSTESS 
APRONS ... & 
for only 7%4¢ Se et 8 
SOG «1-14.18 - 
quantity! EXTRA-LARGE size. Very | 
attractive. For free give-aways, tie- 
ins, store-openings, etc. Write for | 


free sample. No obligation. 
L & M COMPANY, Dept. 917, 


415 N. 8th St., St. Lovis 1, Mo. 
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55 
Spot Total | Network Spot Total Network Spot Total 
(000 (000 (000 (000 (000 (000 (000 (000 
itted) itted) | omitted) omitted) omitted) omitted) omitted) omitted) 
I PI ances csnccctesescesestcscss 25,814 20,401 46,215 | GARDEN SUPPLIES & EQUIPMENT 213 547 760 Bleaches, Starches ............ccccc00000 1,337 2,513 3,850 
NS RO 3,119 3,644 6,763 Packaged Soaps, Detergents ........ 23,326 15,315 38,641 
Headache Remedies ...................... 9,715 3,883 13,598 | GASOLINE & LUBRICANTS ............ 1,501 12,103 13,604 Miscellaneous ............:cccceceeeeeereeee 148 824 972 
Indigestion R ee ee ee 3,119 4,603 7,722 EE ee 1,501 11,532 13,033 | 
Laxotives edbebeddéaddnccnncccssecccsneteéoccocece 2,552 1,730 4,282 ou AdGiives eoscccocescoccevoceesoscoesoeseees 7=— 479 479 HOUSEHOLD PAPER PRODUCTS a 4,701 2,685 7,386 
Vitemins : Pereccoceonceccossscoccooscccosecsccess 2,950 1,722 4,672 eoee =—_ 92 92 Cleansing Tissues EO in octal Bs 379 697 1,076 
Weight Be iidccntsissonsdtvivicaiores 165 1,007 1,172 ee SF Pere 1,462 602 2,064 
Miscellaneous Svovccsrnsosccccsonsococceseccoe 4,194 3,446 7440 HOTELS, RESORTS, RESTAURANTS 88 200 288 Napkins i as 745 198 943 
Drug Stores onseneeseseessssessrerenssesssrons 7 366 366 ile I a cicineventvcrteaida 1,422 446 1,868 
HOUSEHOLD CLEANERS, CLEANSERS, Miscellaneous ..ccsccsisesensssnssennee - 693 742 1,435 
FOOD & GROCERY PRODUCTS ...... 53,218 65,588 118,806 POLISHES, WAXES .............cccccsceeee 8,482 6,553 15,035 
TINUED cicrasateidbcenetdansswieceparaa ¥ 14,265 16,066 Ch s, Ch s 3,862 4,202 8,064 | HOUSEHOLD, GENERAL ................... 3,640 2,281 5,921 
IED wiciecahietensiehsNhnddinasinsienreses 4,586 18,565 Floor & Furniture Polishes & Waxes 2,292 1,757 4,049 Brooms, Brushes, Mops, ete. ........ a 252 252 
Coffee, Tea & Focd Drinks 15,671 23,974 Glass Cl s of 863 182 1,045 China, Glassware, Crockery, 
Condiments, Sauces, Appetizers .. 2,039 3,036 5,075 Home Dry Cl aad 442 174 616 a a ae 1,074 36 1,110 
I ie ieiccaia ns 5,655 3,875 9,530 I I cia iaeennncnitiinieteenie 705 32 737 Disinfectants, Deodorizers ............ 1,236 582 1,818 
I en eek Do 2,252 1,353 3,605 pS EOESSN\ ERED EIS 318 206 524 Fuels (Heating, ete.) 2.0.0... _ 353 353 
pee aee ll Naas <5 ate ia 5,796 3,562 9,358 Insecticides, Rodenticides .............. 509 376 885 
Miscellaneous Frozen Focds ........ 277 622 899 | HOUSEHOLD EQUIPMENT Le 107 84 191 
Fruits & Vegetables, Juices .......... 4,479 3,441 7,920 SE trleseseccsesesucerabahatiees 6,999 2,481 9,480 | IIE ges sevccevencsctlcniniaesetaiins 714 598 1,312 
Macaroni, Noodles, Chili, etc. ...... 566 842 1,408 | 
Margarine, Shortenings .............. 3,078 3,720 6,798 | HOUSEHOLD FURNISHINGS .......... 1,356 1,274 2.490 | MOTIONS n-nrecsrecerrrerornerecsrrneneerenn ? 221 228 
Meat, Poultry & Fish ............00.... 1,893 3,157 5,050 Beds, Mattresses, Springs ............ 137 884 1,021 | a 3,517 2,393 5,910 
SIT istecdudchndpenannnanseugitieenveinierets se 1,674 185 1,859 Furniture & Other Furnishings .... 1,219 390 1,609 
IIIT 2 sn. ssninsncateiaiinn’ <daessen 1,426 2,887 4,313 | PETC AT IG cocesccescenssincccoscessescosse 781 519 1,300 
PID ccsccnivstaossbbenniitbacichoes = 4,386 4,386 | HOUSEHOLD LAUNDRY PRODUCTS 24,811 18,652 43,463 | (Continued on Page 56) 


‘Montreal Sun’ Tabloid 
Begins Publication 

| The Montreal Sun, a new tabloid, 
began publication last week, with 
|the initial 24-page issue carrying 
|35 ads. Circulation on the second 
day was reported at 45,000. Harry 
M. Fitzgibbon, formerly of Mone- 
tary Times, Toronto, is ad manager. 
Lou Miller, former sports writer of 
the Montreal Gazette, is managing 
director. 

The morning Sun is similar to 
'the Montreal Herald, which ceased 
publishing a year ago. It features 
local news, with the international 
scene being reported in capsule 
form. 


.eemammoth market aor cole iat 


Newspaper color linage in the 
| nine-month period ending in Sep- 


ae & 

f tember was 85,665,652 lines, up 
in t e ric sout east '4% from the same period last 
; year, according to the R. Hoe & 
Co. monthly report on r.o.p. color. 

é Color linage in September was 

10,592,935 lines, up 0.6% from 
© r C ing r September, °57. The report is 


based on a Media Records check 


! 


of 412 newspapers in 133 cities. 


& e = | 
62 counties in six states suki aaa 
e Lee Garfield has been elected a 


vp of Doner & Peck, New York. 
He joined the agency in 1955 as an 
account executive. 


With retail sales of $1,848,670,000,* the Carolina Triad is a MEET THE 


‘‘must buy” for any top TV schedule! MUNICIPAL 
PRIMARY ABC—The new WLOS-TV delivers the only un- Ah ARKET 


duplicated VHF network service to the entire Carolina Triad! 


These mayors and city op 7,500 ous 
. . from coast to coast, are heavy spenders in 
Only WLOS-TV can deliver you complete coverage of this | eeere ileus cen aa Gee ee 
. . . . . f biic funds. Gi the 
rich triad — 425,360 TV homes in 62 counties of six states! ; ana ee 


WANE 
Srper 
~~ = 


MEET IT - WLOS -TV 


SELL IT - Unduplicated ABC in | é, a 
ipa a ASHEVILLE ¢ GREENVILLE BRP pe perme toy cee 6 


parcnib e saee SPARTANBURG Se ars Somes 


for this field and help you make volume sales. 
11,325 sudited 


towering new force in 
Southeastern TV WLOS AM-FM | — ee 
* Survey of Buying Power NB P| 


6,089 feet above sea level Sales Management — May, 1958 


| MA 
atop Mt. Pisgah t #NCS #3— All TV Homes Represented by Peters, Griffin, Woodward, Inc. | YOR MANAGER 
Southeastern Representative: James S. Ayers Co. LAW ond ORDER 


‘72 West 45th Street - New York 36, HY. 
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: 56 Advertising Age, November 24, 1958 
Network and Spot TV Expenditures _ _— 2. : pi a 
(000 (000 (000 (000 (000 (000 
(Continued from Page 55) omitted) itted) itted) | itted) itted) omitted) 
Network Spot Total 
(000 (000 (000 | ROCOFES os sconcscsnnee zi 466 302 768 Cameras, A ies, Supplies . 4,141 171 4,312 
omitted) itted) ited) MisceHaMe@OUs .........6ccccccceeecccerens 1,361 137 1,498 GS B WIIG wisceiccscssccccsseccersss 934 1,870 2,804 
II inlvacachadetatndiinsnanentntsineosaccosns 160 60 220 
SPORTING GOODS, BICYCLES, TOYS 845 575 1,420 | TOBACCO PRODUCTS & SUPPLIES... 29,201 16,990 46,191 REIN NITE cn cciscccetesbansasiooess 1,031 1,003 2,034 
Bicycles & Supplies ...................... -- 3 ET A En 28,997 15,577 44,574 I i i cecnsacectiisnsonecoenee 509 23 532 
General Sporting Goods ............... a 10 10 Cigars, Pipe Tobacco ................... 80 1,226 1,306 
Toys & Games 136 500 'f -- ae’ 124 127 251 | MISCELLANEOUS ...........sseseeernn 274 3,577 3,851 
Mietanceus 709 62 771 | Treading S0emaps .....00ce.csesscsesseserense — 452 452 
TRANSPORTATION & TRAVEL 1,547 1,601 3,148 Miscellaneous Products mbbddsbesstenice 274 1,442 1,716 
STATIONERY, OFFICE EQUIPMENT 1,727 57 EF I athe uidonstiniiee dius 666 648 1,314 | Miscellaneous Stores - 1,683 1.683 
SE eisiteileietaad ORE. 5 638 446 1,084 
TELEVISION, RADIO, PHONOGRAPH, (Ge, | pRRR TRO Ree “ 440 a) er reeonnp ee ae: ee 
MUSICAL INSTRUMENTS ............ 5,013 675 5,688 MizeweneOws 2..00.000.000scserccneeeeeses ; 243 67 310 | Sources: TvB compilation from Leading National Advertisers, Broadcast 
CN ical iiientemdsintenceieee _ 84 84 Advertisers Reports and N. C. Rorabaugh data. All figures are estimated 
IS WP MIIOD setnccsescvancovsedrsconsone 3,186 152 3,338 WATCHES, JEWELRY, CAMERAS ... 6,775 3,127 9,902 | gross time charges. 
Television Extras $53,000 in advertising for its Ster- | Advertising is planned in Harrison | Playboy and The Saturday Review,|be selected. Lee-Myles Associates 
: eo Spectrum stereophonic discs.|Stereo Catalog, High Fidelity,| plus two additional magazines to|is the Pickwick agency. 
Will Boycott 
Alien TV Sponsors 


HOLLYWOOD, Nov. 18—The 
Screen Extras Guild “is serving 
notice on all American producers 
of television motion pictures that 
if the present trend continues of 
making more and more such series 
abroad, their television sponsors in 
this country will face nationwide 
economic boycotts by the AFL-CIO 
of the products advertised by such 
runaway productions.” 

In making the declaration, H. 
O'Neil Shanks, executive secretary 
of SEG, asserted it seems incredi- 
ble that a sponsor selling in Amer- 
ica would “flout the public inter- 
est” by choosing a television series 
made abroad. 

He noted that usually foreign- 
made series deprive American 
technicians and players of employ- 
ment because only the star and 
director are American. Mr. Shanks 
said it can hardly be expected that 
Americans who have lost jobs in 
this manner, and their friends, will 
feel like buying the products ad- 
vertised by such films. 


s Likewise, the producer who pro- 
duces in a foreign country to escape 
paying American wage scales is 
unfairly competing with the hun- 
dreds of other producers who make 
their pictures in this country, he 
said. 

Mr. Shanks pointed out that the 
national AFL-CIO officially con- 
demns “runaway” production by 
producers and advertising agencies, 
citing a resolution to that effect 
passed at the AFL national con- 
vention in 1952. + 


AMA Publishes Bibliography 
The American Marketing Assn., 
27 E. Monroe St., Chicago, has pub- 
lished a 233-page book of current 
references in industrial marketing 
called “A Basic Bibliography on 
Industrial Marketing.’ The book 
includes 1,674 annotated references 
and covers the writings of 782 au- 
thors in books and articles. Copies 
may be obtained from association 
headquarters. The price is $3 for 
members, $5 for non-members. 


Stereo-Spectrum Sets Drive 
Pickwick Sales Corp., New York, 

maker of Design, Stereo Spectrum 

and Cricket records, has scheduled 


Alicia Patterson, Editor and Publisher Newaed ay carried 


Executive Offices, Garden City, Long Island, N. Y. 


Represented Nationally by Kelly-Smith Company 


No other newspaper 
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Advertising Age, 


U. S. Plywood Promotes Lutz 

Russel H. Lutz Jr. has been ap- 
pointed sales promotion manager 
of U.S. Plywood Corp., New York, 
replacing Richard J. Brown, who 
resigned to become vp of Paceset- 
ter Homes, Chicago. Mr. Lutz for- 
merly was midwestern division 
sales promotion manager of U.S. 
Plywood. 


Humble Buys Film Sales 
Humble Oil & Refining Co., 
Houston, has bought a new dra- 
matic film series, “‘Rendezvous,” 
for sponsorship in 21 New Mexico 
and Texas markets starting in 
January. The 30-minute program 
is being syndicated by CBS Films. 
This regional purchase was made 
through McCann-Erickson. 


November 24, 1958 


ROOT BEER 


EXPANDED—F rostie Co., which has grown from a local Baltimore op- 
eration in 1939 to one which today operates in most of the 48 states, 
Canada and Latin America, is using posters like this coast-to-coast 
to promote its root beer. Frostie also uses radio and in-store promo- 
tions. Caton Advertising Agency, Baltimore, is the agency. 


National Tea Boosts Meindl 

Theodore (Ted) Meindl has been 
appointed merchandising manager 
of National Tea Co.’s two West 
Coast buying offices. Mr. Meindl, a 
founder and president of the Del 
Farm chain, joined National Tea 
last March as exec vp of the Del 
Farm Food Store division of Na- 
tional Tea. 


Sams Buys Bobbs-Merrill 
Controlling interest in Bobbs- 
Merrill Co., Indianapolis, 120-year- 
old book publishing company, has 
been acquired by Howard W. Sams 
& Co., Indianapolis, technical pub- 


lisher. Bobbs-Merrill will retain its 
| present identity, and will continue 
| with its educational, legal and 
| trade book departments. 


16th Largest Evening 


Newspape 


37,244,892 lines of advertising in 1957* 


*Source: Media Records. (Newsday figures adjusted to e/iminate 


double count of General, Automotive and Classified /inage.) 


in the World has come so far so fast 


57 


| Swissair, deGarmo Split; 
New Agency Sought 

| Swissair North America will 
|move its advertising account from 
|deGarmo Inc., New York, Jan. 31 
after an eight-year association. An 
nouncement of a new agency is 
not expected until early next 
year. William B. Carr, advertising 
manager, says he will see as many 
agencies as are interested in the 
account before narrowing the de- 
cision down to about six finalists. 
Swissair North America has re- 
portedly billed about $250,000 an- 
nually and is expected to be larger 
in 1959. 


‘Progressive Farmer’ Offers 
New Insert ‘PF lexibility’ 
Progressive Farmer, Birming- 
ham, Ala., has dubbed its newly- 
acquired ability to handle a wide 
variety of ad inserts as “PFlexibil- 
ity.” In addition to hinged covers, 
Dutch doors and page gatefolds, 
Progressive Farmer now offers die 
cut inserts, multiple-page booklets, 
French folds and other variations. 


ee ” 
H looking Heavenward 
Studies the stars. 
Does the sound he hears 


Come from Venus or Mars? 


It doesn’t really matter from which 


KHJ 


| planet the celestial sound is ema- 


nating. The important thing is 
that it isn’t coming from KHJ 


Radio, Los Angeles. 


There’s nothing ethereal about 


KHJ’s FOREGROUND SOUND. It’s 
strictly “down to earth”’ For more 
than 36 years KHJ’s realistic pro- 
gramming has been beamed to the 
mature, buying adult, looking for 
provocative radio entertainment. 


In news, commentary, sports, 


_ music, drama or variety, KHJ 


attracts adults who pay close 
attention to the program and con- 


sequently to the commercials 
| within and around it. 


| It isn’t blue sky when we say that 
| KHJ Radio is programmed to 


satisfy the variety of tastes that 
make up America’s second market. 


RADIO Wii? 


LOS ANGELES 
1313 North Vine Street 
Hollywood 28, California 


Rep d lly by 
H-R Representatives, Inc. 


: ie: eae arey epee - Be maw: Oe : My bya y ee é ee ea ae Y > —; 
‘ : Oia ak a “age Ege —_ a i Sai 2 See en Lat tna s rad eke. ee Mes = + with ‘ 
. : ! aan ; a ay ited a eg Ti eae can | pe: f ih Re rg ae Pee a > s 
& f — A proce se a : Au Cle = ‘ ee bee ik Ar ee Ne : oY ho ae 
- + i z = ¥ 2 it ee 
ae “ > ’ “ . ‘5 4 i es Bs 
ee . 
1 
; PE POINT | 
: : 
yp pew a | 
. | : 
\ ; | 
i | 
E> 2 7 s . 
ey ie , 3 
i ~ - e ¥ 
i , 3 

: = oby | | 
fies. | a vE RY! ae: 
ae | ~ ¥ Kd . 
oF = 2 - = ae 
om fe Sears # we 
est { a a 
rw 1: alla 
er fe 
a3 _ “a 
la ‘ Py, 

‘ a 
<i nfo 50 z 
ra 
ak - 
a . 

: ee 
awe " " 
oe ii 
ee i 
a ofa 
eae nai 
ae | is 
a _—_—-"—. eee eee ee ee eee ee ee — —- —- Orr SSeS | 

4 B's: 

ath " ei 
* | ei 
ysis ui , ; Nias by 
i aw 20, oa vie 5 aaa —e ee : 7 
Se ce, eo ee OREM tic Pagan). agi Seams i : Ney 
ers a alee ie ie pers ee eye ee lea: Heal Bi pe, x _ 
Res ee oa a ee Nh a la hee Nn ae oct ci pe ‘See PONE ee Rae oe 0 Ly 7 p \¢ hie eae FER a i i 
i’ ce? ae ‘Sr cit ees Ceca Rent ee TS See pe sce deg italia ah iar = 5 Lee & oi ea ce i ge 
a ae LF an ee ee es 7 ay fe 7 ks. re eats. «(7 a en poo, Reagan OS epee A Aa lect ileal ea a 
one : Late at eat A aie) > Ba baaiveny Sere er on has ene sls a SC ria Lea has ae ee ie hs a Sis CON Yh (an ead ae 
= ay ie er a ee : et ae a Fe a nee ae aaa : a r Reames <1. Pea rae aie A ere — ved 
nla op ee gic pee Ae os oa pea ne | eae oe es a i : re, 
cima ee SR r ; =o. er? ee ee Pre eee 7 7 ie : ae hi ee wes 
ad a: re ae a a ee = BS es aaah eee eg ieee a ae on 
rey Fog eae Oa ae eae oo Par 5 eee se Sa ge 5s eect oe eae pe ge ae bi oad ea cane ede Sal SES, 
od aT ees a ae 5 Cae 3 Sa aa pa) See Peete se ee oe . KS eye ee Shahan AO ee eee aie 4 atc ath ae - 
ras, ag aoe, ies | Nant 2. eee yee y 5 2-05: eens ell ame pee eT aalamar eee io ere ae 
a Beiiiea i thy pale ete a Bas ok Stig See Son | ee pee Reb Sn. | Ns ear ae eens cites f iy ell «Sie | once ak Oat, bie ee pect, eae thee iat Se canEEnEnnE EEE REE EREEREEIREEEEEEE er 
gars ee is yy ans a eta RN Sl Si Sas ane Peace 38 eee: sets oS OS eS res Aig 0 oe, aan  eleaemere Totes hes vs ae mS |. Sager a ee sti 
sated Pa a Pe as as: : ER Neos hy Go oe Se ee eee ie ila a Bee. dicdieel A ae edicts a icgpeanmeins. iia he ea ae 
sea Se ee hee eee na eer os ae ae ‘3 Rik ee ap es a 
kent ne Seg ay es a nea eras i : ¢ eee ae eons - a icy Kit as ae Gi a= a us 
mt Pe Rates (ee Ors me a een gta ata, woven pa ig ty i ge oe = teat f a ie 2 ee ; i 3 wy 

2 : SER 37 oar thelial s Re o5  R e i vt A eres erage pga le gai, eae perc. ee Sa eee ee 
ein: ag Ween Sa ae i Pts ae rsa ie ean i ehabeeebe gS is i a AA ee Ne: <a Re y - Bas a aie 
; . Te Be 6 ‘goa oa lee aa : c gies aia 2 Tete Sle a pee a atte 

- ay Syberia . ks : ~ : i a % es ar ee ne 
Sees. ri » fe Se le dee ai, MS SRR ee Soe pre 
: : pela ~ tera BY oa bap. Nee, pe ge oe A Ce ae 
. So lege 61 seh ee ae tom eae. ee oa bia. 52 fA sili Ves i See bai’; 
- sais borin one es aes = Pe Steer jae eee ares Ay Se Plea a ar, ° 
‘ Cita 2 Speen : : score Bee ee Ee 
a a aa a iss Bis ees is. tng oe ce. 
ke ei . ial, she WA Bae te . is ‘ ea eo eee eae eh. 
fi be - ‘ 3 a ae Tete eam ce; i. vas oy» aol ea a aa i 
i at Bt a a aes A teteet a ae Se pat yl ty iain ch eg ae ts eet 3 as Dao 
: a ee Wager f Moye es eee Cael eT gt Raintree Re : ote We ¢ ee 
‘ ee NM ee a MR een adil ea Ber ee Coat Sees ie 4 " Tee d v 7 a _ . 
% Pikpy, ie. ae, ce Rie re es er ae Dieters) j ; : a 

s a4 ‘ LD RN ee ee te aa SS Se Se, aie arn ah en ae eee 7 é . = 
ag Core Sabi. ae pale 8 ane DD. , aia panier sree adgae Tt ; eee ore " i ie 
_. vee sagt Sele g Ria Se = te - =» oe nr RA ig ta. War Jaks ak” PR eR os *, ae cer 

ma Pa Seer ee on err ey Sh co - ae ae Sa: ky ss sia eee ay elias Stine tert aioe] wg pote Les Sykes ah ee i Ls 
ph E Met es ee Pam A Poe ge coe aoe ere <4 ee ae ee pee eng ee eae ey By eee Riale he Wee cy fe as mi ‘ a 
: uc ae: es. ae BROCE nS cit =. LS 5s Sr alae Bet eee +5 o iC eee a eS Ce ee ree ee 2. a er 4 
ject ele Aa age eam a ae ye an eee cee se ee a eee aes eae: eee: ht= =o) aan ie ; ee ee a ce aa eS “aah 
ve ae ae a Peper tee Ths A ane Aa SE feet tes res — 2 Seo Bios ns meses tee es 4 : Bie a Saas ii aa Be 

jc Fogg SMES SOD sp: Say ia oh eta R Neh oe eRe ey! an ioe Be ne) BFS 3, ihe) One a ea Bae: ere enh Sealey See | ae, ee ; 

m ‘ ‘a yo St Oa Sie ear in cata ey ass aii coe : me ee je SL eae Wires Sor Ga Foe Lee wipes eet FP tee ces SS ae 

& San see * fe We Seer e he er Sy MENS Pay ee 2 + if ec ph ae om ys ’ : as wo fe: : (sei Lia sh, oe Riek S 

ae ye * po hee aed eee aa ee? ane rei We tay « : gs hi hala y HL PERS Sy é ae ote ai ae 

4 a f ‘ es BS. tn eee iio i ‘ Fete ie yer 3 ‘Ss ‘nd ts 

Sy ih eee az, eee ‘ a ; ie a 
es ag ee Dad Bhat S05 Seth rs Sr Rae ae a 5 
Fags see: ie a bale ark, sea ian dea a Grae eae sete, 7 er Ske ar ay F 2 el Se eee 
sc MM gig ep es ee fais Sane : : aaa Pie ees ae _ ea a GMS lie 5: < Pee “ 

ates ae ‘eae Pat are eta Be a rae tinea. Ee ates i i eR Ue oF 7 ES ae ao ee it ee re 3 a oe 7 
- Ce. ee Neen 3 ad ae pe eee pe aa Ras a, ean ee (po SM tetecett ear PS RS a eae ae ‘ Se 
em So =e tall ane. ee 7 se Sst vin: ore io. eae Ried Ret st ee Sate 
(ene aie Shs ia a oo Se a ed ear Skyy Ghee ee pO eT | 3 
ra = Bee wi du ie ee ag eee Tt se . tens S27 ee ay 
see SRB oe 25578 + ill ees eS Ses ack ee eo Li, SS eat Hilal 
ie 4 oo ak eat pcp Se aeae Ton ae > erect re 
Sica 2a eae 1 a Ban ee pete Tea “Sie 

: | ee ge eae ait aang a end paren oo oi 

: ig : : : ba eee i. i ae eae PE gan, te te i 

fins * c a Caged AL oes oe de ci hea ia aes ani AS Ss 

Pee sate “re a me cae TN 254 ae ieee te Bo: ae a 
on fae ; ie Be ae ed sie we ee eo reg | ; 
eat Sepia Me Hig ; oe pe | aie, ease ho J hee ee kaa ee | 

y eee, reer) fs bn pe Saas ac ae oa aes ures ve * os ra | 

= Die siaemeaaaRt Bas ce ue Fe + ee : eam ct Bere ch Fad : 
- Rie is f & aor. ae es i’ Peete et ; 

ins Lie e Bp. ae oe ORT re 2 eee ne 
PR ee ; ig — i! re = ata a 1 ed ve 
ue tele Lae a eee iy a ee oe ee 

i ‘ eee —— i cere a. ie 

3 ko: cog as fe spate ae, . os ; 

ai tea) ae Pe) eae ok oe, 0d ee “ 
: = a Ries ge | Dag Mh ee aussi si 

si ie ‘4 er Sa i i arn pee cee ae Rie eee sg Se 5 

* ae) shee Say “ ~ wl RRS bi Sag cro wee Mens Page seteeeele bein singe 

, ide “oetmeae : oa pees he A ea _ we aaearare eer) pt noi ai ce ae : 

‘ eo: (one ae he ae , 5 aes Se hia pea ne se ei Pao Tc hae ee ‘ 

las b2 Saenbel SE Ea Sy a ae a St RAs Oe ee =o ee ae rs: 
: Sn fey i SO Tee Teg s mi pee ie vat a > a? ere, recive hee ie gh cathe: " a. 
e aed | ey rate eee! Sos palin = aS 1. aa ‘ ASP ee 3 Pea ie Se Sag ees eas Pb, anes) = ieee agi pis Oe ao. 
Pr { ate Me ane. eae: Heiter. | ona uF poo ite Cones tt eo lee ees $ eer Nee ae ; oe 
ae = ee pe eg i Nae ; 2 alge | : oo Se eaapmema SG ene gal gee an ane api sie an 
Me ed ESOS 9 MES eC = 
> ao ; enced ae 

a ae 

ee Ny - ” ' e as = : 

i ai ae Bae il i ile Cu xo ee iar er ayy peas Sag ick ig cages sil yneaa! 3 Rast 2 Sehsemes rony i eee ly os ae 
ae ee poe ORE en es bi Ei ss a ie (Oi ae aie et beeen Ae oa p ee eae 7 ae Ge bce 3 ne. ect ae SIAL anne Ser Pras 5 : 
higos co a. tf ee or Ee ee nanos i a RN Reger ee ee ee eer a eee ne ee ) 
“en egret CS 2 ae Cae secteet mie rear ene OE it gee aera eae Vee oe ak rei mmm > rlige Uh eta 2p Biig Sy 5.0. ase Seed ere Cet ete ae 
pe: prac ants ae RSA Lape, > dome are aki eee mF AG eee ne teal So Ninel Surat. ae tes ihe eine eo EOS See ne ey base oar . 
. wh Coe , ip ‘ De pe ne aN a ke ees Pee G phbdat an Seana Ot, Aare aa as ike “ce vil 
oom x in Ses ‘ 3 Lara EE he > he ho a ‘6 ee? noe ne P Be ee Fie a ee os es “ea 
ae * a - : ng r “« See mo ai SPARE er ncip a: abet pM Bret « ae 
ie . ; ae ted fig t hah gt ARE ON ig ie Sf ae 
on —_ he et ‘ frie ee papa ae He er ae 
- ae, oi Saree oy ee Fava po ose “a 
ig ee i kc wots? ar eT) one eee a : ne 
Sy no ie ‘ ‘ ies iS . So a 
se Lee re ee es a ‘ Rae” eee ai x i 
& pp tae eng ae eee oe ENE oie _. 
as Beast iet : ny Oks = ae ee 3 at 

: eee in ter yg ene ae ee hes Ba 7 ee oe 

3 eines ae av rea «beng DE PEE r Sy ae ae og “9 . ohn nae 4 é Speer ep eee” ‘ F ea 

5 oo SR ° papitata ema teed r ae A o REA riety ee eee ay es, Fe 

2 pears Sie ae oat Btioiie = ax ee ee dh ; a ae yn P=, Tide gcse ie eee oa oy Pea rey Fats gaa 7 
+t “eee gp fe Cane! 4 ERS oe 7 2 ie aan Fag ls Waa Ty Bs Pk er ae , iiss ms ae er ee ee eee B RN rs es Bm Oe te ey : 
: 3 Ee 5 aimee Pe cA) a nN 2 Seats ee Geet yies UE eA ims ere sat Se te ete ee as ae on eee Ee De I ca 
a 3 ine a ee eae aE Boa Tone ee, Sa Ae eee ay nee a ig aesr? aa : 2 a rae eps aad TAs a fase ame Se) Bil SPS Bios pas 2, aan ee ee SC eae Z 
j isha oan Boek Vere OA S8 s GSE ioe Baa” Pe ITM lee Rene eC “tie MS Sok eee is aes edna, 6H ae Ge FTA aie ‘ie ‘ = Sealy <a a E see 
na Ne oh ieee Ok ea oe ee Beer “yc cae at San ee ee ; Poise a i iene Hopes y : eae eh ene ah a pe: 3 ; 
fr ent jignle share Sch aaa mea mh Fa Mista d 4 EEO Bea a tare aM meee oem ea wes » Sees ae ik presiie ‘ Fil 2 etd: Ligier Nh : 
Pepe ee re hes (0 ai aan sess Dine a ea eae ee ge: eee eens 2 eee Tey ene ; BRAT a os Mie we Tie fon ¥ 
Se epi piesa Weep SC aaaeae Pipe ee ee se ‘GAUDY >: 1 Mate ahaa Smee NI sae ies: 3 wd Pees aren in hy es, : ‘ Ra 
mee ESS ed Ree erry Oo) Seep le oes ci are Nee Agee ad see Rs = area Set eer, SSeS Shee (sei hr ec A a oe aaa Beer ss é ; 
Wed Bear foe dite ee TOR. ett a we pg Ce eh LN Hie ee ee a ee a TORE Nines ae eee pe ee ee ok Wee Neaaa ares oa eee aie ts Bul 
cata ee eR ee Sa ate cae eee SRE? Sng eae os si Pome erg. 2495 ee pi aaah S08 ah ame ete "i 
ate Bi [82 es ae Aiea Oa ee 5 aS S| at A anne nt earl Rad RAT eae eee feeb eam mee 1ST Rr bare? OA BALLEMAM TIE EN P oast sno eS ga tao oF 
r ee Paes ee c m +A ot pene pe Ss a See Ps OG Nh By % ‘poe 1 2 pleat hel sy, a ee ia at 3 pe EWN AU Ag ay nf e Bees ere ‘a08 
; eee vas a Bs oP ie eS ae as mee a Get Peete cactatpr se ag ape S 5 Sane ce? Big cde ae a ey ee ae gee 
. Bate iy . q i : Set ree Fe By ee ot he Lalas cao. 3 You = Es Semege ii Ra ale els SN ly ea ns = a aa Eset 
; “ : a a3 Ree ee an TE Nee tah He ee Ce ore ae 
Tay 
ar ‘ ee 
= : aa 
y } Si 
2 ae 
BS | Po 
Pe os 
a * 
a “sao 
| eae 
on 
| 7 
bs ee | 
Sa | > 
== és 
BP j | 4 
a | Ds 
es 
ca ie 
{ Pe , 7 a 
5 b 
Eo B 
es 5 
as a 
‘nm - : ite 
; 7 eS 
| x 
tee s ride 
ES f ine 
ety Aa So 
: Po =. 
Ro Sn 
ae cat 
eT Sr eT ei meets Be ran ne 
7 ON Dee Saye a ge ee YP ~ Sea ae ms . ts . . se 
oF a oF “y 7S =. See Pea “ ies Pgs oe Pca ee en ye A ats . ee 
wien me SP a ar ah) a 
. eS C re en 
ee Osa | ae 
RP pices eae SO See eee 
Fae eee er be wet ed, re ame) 9 we 


ADVERTISING IN 


BUSINESSPAPERS 
MEANS BUSINESS 


Media Selection Is 
Personality Matching 
Job: D’Arcy’s Dewes 


Co_umsia, Mo., Nov. 18—An 
agency’s media planning operation 
is more a creative thinking job 
than one calling for slide rules, 180 
journalism students were told here 

|by Miss Bonnie Dewes, vp of 
D’Arcy Advertising, St. Louis. 

Lecturing students of the Uni- 
versity of Missouri’s journalism 
school course in advertising prin- 
ciples, Miss Dewes said that “‘me- 
dia no longer are considered im- 
personal, inanimate objects, but 
rather as living and vital instru- 
ments of communication. 

“Each medium is endowed with 
a distinctive personality, just as 
each product has a personality. 
The most important job of media 
planning then,” Miss Dewes said, | 
“is fitting together compatible 
| product and media personalities.” 


_Avery-Knodel Appoints 
Four: Adds WBKW-TV 
Avery-Knodel has been appoint- 
ed to represent WBKW-TV, Buf- 
falo. The new vhf station will be- 
gin operating Nov. 30. 
At the same time the station) 
representative made several per- | 
sonnel assignments. Thomas J. 
White moved up from the sales 
| staff to acting director of tv sales! 
and another salesman, William L. 
McKee, was given responsibility | 
for sales development. Thomas | 
Morris, formerly of Tide and Ap-| 


NEW FACE—Outdoor posters helped get across Heidelberg Brewing 
Co.’s new “brand image.” 


Round Triangle Helps 
Heidelberg Beer 
Build New Image 


SEATTLE, Nov. 18—How Heidel- 
berg Brewing Co. built a new 


“brand image” so as to broaden | 


its market was disclosed by George 
Short, the company’s vp in charge 


of marketing, sales and advertising. | 


A year ago, Mr. Short said, Hei- 


|delberg, a regional brewer with a| 
|plant at Tacoma, “recognized that | 
| we were getting an excellent share 


One was development of the 
phrase, “Bright new face, same 
good taste,” and the other was the 
retention of the Heidelberg prince 
in advertising and on. the label. 

A new package design committee 
| was set up to build a new label. 
| “We call it our Tiffany design be- 
cause it cost so darn much,” Mr. 
Short said. Out of this came the 
label built around the round tri- 
angle, and the problem became, 
\“How to get this over so people 
would recognize it as Heidelberg, 
a fair, light, quality product made 
|in the Northwest.” 


of the beer volume from those. 


who were getting our brand image 
but our brand was appealing to) 
older people.” The brand image, | 


he explained, was of a beer “heavy, 


dark, and Old World.” Its estab- | 


lished customers were “wonder- 
fully loyal” but they were dying 
and “our future lay in the land 
of the living.” 


THE 


ASSOCIATED 
BUSINESS 
PUBLICATIONS 


... especially when it is prepared with 
an informed eye for the enormous po- 
tential of the business press, and the 
knowledge of how to harness its selling 
power for a product or service. ABP has 
prepared a number of folders to help 
you put more of a sales punch into your 
businesspaper advertising. They’re yours 
for the asking. 


Send for these ABP ad-helps 


1. THE EFFECT OF RECESSION AD CUTS ON SALES AND 
profits. Here are facts, charts and figures 
spelling out the relationship between cutting 
advertising and reducing profits. The Buchen 
Company studied advertising and sales rec- 
ords to determine the effect on sales of ad 
cuts made both during a recession year and 
the year following. Here’s a report you'll 
want to read, study and show “upstairs.” 


No charge. 


2. BUSINESSPAPER READERSHIP AMONG LEADING 
RETAILERS. 358 winners of the Brand Name 
Foundation Awards, representing 24 differ- 
ent trades, were questioned-in-depth on their 
reactions to businesspaper advertising. The 
survey results include ideas on how to im- 
prove businesspaper ads and verbatim reac- 
tions to advertising. Every advertiser to 
business will find helpful ideas and informa- 
tion in this study. No charge. 


3. FAST FACTS. A handy palm-of-the-hand 
booklet, that packs a fist-sized punch, bring- 
ing advertisers up-to-the-minute on the basic 
facts about businesspapers and business- 
paper advertising. It’s quick, easy-to-read, 
and filled with “shirt-sleeve” information on 
circulation, editorial, readership, advertis- 
ing, costs . . . and much more. No charge. 


Just drop us a line. Or ask any ABP 
paper in your field... 


° 
Cems 


‘ABD 


205 East 42nd Street, New York 17, N. Y. 
201 North Wells St., Chicago 6, Illinois 
1004 National Press Bldg., Washington 4, D. C. 


VERTISING AGE, was added to the| Surveys showed that among as- 
sales promotion writing staff. Rob- | 
ert Horwitz, formerly tv traffic 
manager, has been shifted to the 


television sales staff. 


berg, which was “almost generic 
‘with beer itself,” Mr. Short said, 
'and also the company had a mod- 


sets was the brand name, Heidel-| 


® Teaser advertising posted two 
weeks on outdoor boards and then 
carried in newspapers said, “Look 
|for the round triangle.’ On this, 
Mr. Short said, “we were tickled 
|pink with the reaction.” Then fol- 
|lowed the coming out party for 
| Heidelberg’s new label and with 
| it the slogan, “The good light beer, 
slow brewed.” 

The advertising budget for the 
|new label was no greater than 
| before, but the emphasis was in 
|new presentation for maximum ef- 
| fect. New jingles, for example, Mr. 


American Home Products 
Sues Mentholatum Co. 

A trademark infringement suit 
involving the labeling of a liniment 
has been filed in U.S. district court, 
Buffalo, against the Mentholatum 
Co., Buffalo. American Home 
Products Corp., New York, which 
brought the suit, charged that Men- 

'tholatum’s labelings of a liniment 
violates its trademark identified as 
Heet, with flames arising from atop 
the letters. 

American Home Products said 
Mentholatum’s label of Deep Heat 
with flames from the letters in- 

| fringes on its trademark granted in 


| 1925. The suit asked for an injunc- | 
|tion, accounting of profits and | 


| damages exceeding $10,000. 


|ern, light beer. 


|Short said, had to have a modern 
s At this point Heidelberg went|tone and approach to reach new 
to San Francisco for its agency| beer drinkers, yet had to have 
and appointed Guild, Bascom &| something of the old to retain pre- 
Bonfigli “to act as its co-partner.” sent loyal customers. + 


|The agency spent three months in| 


the field. There was then agree-| SKF Appoints White, Moore 
ment as to five areas for attention: | frank W. White, formerly as- 
The brand image, effectiveness of sistant advertising and sales pro- 
packaging and labeling, company- | motion manager, has been appoint- 
distributor relations, over-all sell-| oq advertising and sales promotion 
ing and management efficiency,| manager of the replacement sales 
and the prospect of increased com- department of SKF Industries, 
petition in the Pacific Northwest. | Philadelphia. He succeeds Robert 
Client and agency agreed on the|G_ Moore, who has been named 
necessity of retaining all the old-| assistant manager of the depart- 
er customers while at the same | ment. 
time stretching for new ones, This| 
called for a touch of nostalgia, Mr. | Reddi- 


Short noted, handled in two ways: Wip Ap points Two 


Howard Claypoole, formerly ad 


ONE OF AMERICA’S “~* 


Giving you one-point control around the 
clock at every step of your production 
. .. from composition to plates and mats. 


Progress - Hanson- Progressive 


The Three-Company Team Under One-Company Management 


99s, 
PP,” 
(: 
- 
< 


| PHILADELPHIA + NEW YORK + WILMINGTON ¢ BALTIMORE ¢ WASHINGTON « RICHMOND | 


MOST COMPLETE | 


ORGANIZATIONS 


manager of Reddi-Wip Inc., Los 
| Angeles, has been appointed to the 
new post of director of marketing. 
At the same time, Frank Ansel, 
who joined Reddi-Wip earlier this 
year, was appointed general sales 
manager of the company, succeed- 
ing T. C. Johnson, who has retired. 


Katz Adds 2 TV Salesmen 

Willis W. Ingersoll, formerly 
‘with CBS-TV, and Edward H. For- 
| ester, previously with Edward Pe- 
'try & Co., have joined the tv sales 
| staff of Katz Agency, New York, 
station representative. 


Al. ~—-zA 


Want News? 
Information ? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) 
magazines, trade papers. All read in 
one reading room. Staff of 250. Our 
service is PROMPT . . . THOROUGH. 


WY 
Est. 1888 


Ge PRESS CLIPPING BUREAU 
165 Church St., New York 7, N.Y. 


Phone BArclay 7-5371 


Ws 


| 
PROGRESS Plate Making Company HANSON Electrotype Company {PROGRESSIVE Composition Company 
te~ : poe ligne Bhtee 7 14 E. Jackson Bivd., Chicago 4, Ill. — WA 2-5371 
4 . | 1456 N. Crescent Heights Bivd., Los Angeles 46 
Walnut 2-0447° Walnut 2-5567 WaAlout 2-2711 ome Phone Oldfield 6-0304 f— -aaaiona 


* "of course any of the three can be reached by one call * 
NEW YORK: MU Hill 21723 » WILMINGTON OL 55047 + BALTIMORE SA 7.5302 » WASHINGTON. EX 3.7444 + RICHMOND: Mi 4.2771 
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MEN WHO READ BUSINESSPAPERS MEAN BUSINESS 


BUSINESS MEN ASK THEMSELVES: “WHAT’S IN IT FOR ME?” 


Something very real motivates the man who 
reads a business publication. That motiva- 
tion is: What's in it for me? 

He reads for profit, not for pleasure. He’s 
searching for facts. For fresh ideas. For new 
products he can put to work. For informa- 
tion he needs to make decisions. 

What’s in it for you? Plenty —because the 
man who reads business publications reads 
the advertising with the same intense con- 
centration he gives the editorial pages. 


Let him concentrate on your sales message. 


Concentrate your advertising money where 
there’s business to be had. 


No advertising is better than the 
businesspaper it appears in. 


You know that a businesspaper’s worth depends 
on its editorial strength. And you know that your 
advertising achieves peak efficiency in the busi- 
nesspapers with the greatest editorial strength. 


How do you choose among them? One positive 
way is by recognition of the ABP symbol. It’s 
been a sure indication of editorial independence 
and publishing integrity for more than 50 years. 


Another practical way: check the paid circulation. 
People don’t keep paying for business publications 
they don’t read. All ABP papers are bought and 
paid for. All are members of ABC. Currently, 
more than 3 million subscribers spend over 
$15,500,000 to read them. 


Place your confidence and your advertising in an 
ABP paper. It’s a businesspaper 
read by men who mean business. 


MOST OF THE BETTER 
BUSINESS PUBLICATIONS 
DISPLAY THIS SYMBOL.. 
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Specter of Climbing Costs Haunts 
Southern Newspaper Publishers Assn. 


(Continued from Page 3) 

on all fronts this year,” he said, 
“desperately in many cases—un- 
successfully in New Orleans, Cin- 
cinnati and other cities, where 
newspapers of long standing wrote 
‘30.’ The printing industry stood 
hungrily and needfully at the 
threshold of automation, and its 
unions, ever jealous of jurisdic- 
tional claims and demands, kept a 
suspicious eye open. 

“One may not ignore the strong 
possibility,” he continued, “that 
technological improvements, long 
overdue and now becoming in- 
creasingly available to the cost- 
wracked newspaper business, will 
bring with them many problems 


and controversies caused by the 
overlapping jurisdictional claims 
of various unions.” 


® Robert H. Spahn of the Daily 
Oklahoman & Times, chairman of 
the labor committee of the SNPA, 
urged the convention to note the 
“one outstanding trend happening 
in the newspaper publishing busi- 
ness. 

“Again and again,” he said, “the 
Detroit newspaper publishers have 
closed ranks in the face of union 
demands and actions and have been 
able, by a united front, to with- 
stand the onslaught with more suc- 
cess. 

“The whiplash technique of 


122,250,000 
POUNDS 
| OF POULTRY ¥ 


ARE BEING PROCESSED 
INA 
3-COUNTY ARKANSAS AREA 


And Every Processor Reads Poultry & Eggs Weekly! 


In the last ten years the huge poultry and egg in- 
dustry has completely changed. It has become modern 
and streamlined, with the processor-marketer controlling 
virtually every phase of its operation, from the hatchery 
to the meat counter and egg box. He not only buys equip- 
ment for himself but his requirements influence the buy- 
ing of incubators, feeds, laying houses and broiler houses 

. and practically all of the multi-million dollar sales to 
the industry. 


There are many good publications that reach the 
farmer, the hatchery man, the poultry raiser. But there is 
one newspublication—Poultry & Eggs Weekly—that is 
devoted editorially and objectively to one powerfully in- 
fluential group—the poultry and egg processor-mar- 
keters. It is an advertiser's short-cut to the buying 
influence of the entire industry. 


Here is an illustration: Three Northwest Arkansas 
Counties produce more than 65% of all the broilers in the 
nation’s second largest broiler state. A survey shows that 
in those three Arkansas Counties, an estimated 109,800,- 


@ 


201 Delaware 


000 Ibs. of broilers; 12,450,000 Ibs. of turkeys are being 
processed this year. And that every processor in these 
three counties has one or more subscriptions to Poultry 
& Eggs Weekly. 


You will find copies of Poultry & Eggs Weekly on 
the farms of the nation’s largest poultry producers too, 
but in the processing plants in the poultry and egg pro- 
ducing areas and on the desks of the marketers in the 
marketing centers — wherever buying decisions for the 
poultry and egg industry are made — you will be sure 
to find Poultry & Eggs Weekly 
 —every week! 


EGGS, TOO... 


Poultry & Eggs Weekly gives 
thorough coverage of the na- 
tion’s egg marketing factors. 
This is evidenced by the fact that 48.85% of P&EW cir- 
culation is concentrated in the North Central States 
which produce 47% of the nation’s eggs. 


For more Information on P&EW Concentrated Influence write 


POULTRY & EGGS WEEKLY 


Kansas City, Mo. 


Also Publishers of THE PACKER, the Newspublication of the Fresh Fruit & Vegetable Industry. 


striking one newspaper, hoping to 
gain advantages through economic 
force against the struck newspaper 
as a fulcrum for later successful 
action against the remaining news- 
papers, has been thwarted,” he 
said. 

“This trend merits note as a de- 
parture from past practices, where- 
by one publisher or newspaper 
has been, from the union’s point 
of view, successfully played against 
another because the publishers did 
not stick together.” 


® Ralph Nicholson of the Eagle, 
Dothan, Ala., and chairman of the 
postal committee, reviewed the 
SNPA’s views on postal policy. 

(The group’s views are that pol- 
icy should be fixed by Congress; 
cost of public services offered by 
the Post Office should be deter- 
mined and paid for by special ap- 
propriations and not added to 
charges assessed on paying cus- 
tomers; newspapers are willing to 
pay actual costs of what they get 
from the Post Office if other users 
are required to do same; postal 
rates should not be boosted until 
policy is decided and costs ascer- 
tained.) 

He said second class rates, which 
are to be increased 60% over the 
next four years, go up in successive 
Jan. 1 steps, the increases aggre- 
gating 53.8% on the advertising 
portions of publications and 28.2% 
on the non-advertising parts. 
“There is reasonable doubt,” he 
said, “that the higher rate on ad- 
vertising matter is constitutional.” 


s “The rates,” he continued, “went 
up before the cost of the public 
services and that incurred by the 
various classes of paying customers 
was determined. That is contrary 
to our recommendation and puts 
the cart before the horse. It also 
gives us all the more reason for 
continuing to clamor for accurate 
determination and equitable allo- 
cation of costs and readjustments 
of charges. 

“The Post Office Department, 
under Mr. Summerfield, is likely 
to move with carefully calculated 
reluctance,” he said. 

In the view of the SNPA, as 
enunciated by Tom Tanner, secre- 
tary-manager, one of the big ob- 
jections to the postal law and its 
heavier impost on advertising ma- 
terial, is that this “has the effect 
of putting an indirect tax upon ad- 
vertising,” he said. “Legal advice 
is being sought about the doubtful 
constitutionality of that feature of 
the law.” 


® Newsprint, in “bountiful” sup- 
ply this year, may reach a “famine 
phase” beginning in the fall of 
1962, according to a study of recent 
supply cycles made by the SNPA’s 
newsprint committee. 

T. A. Corcoran of the Louisville 
Courier-Journal & Times, commit- 
tee chairman, also expressed the 
hope that newsprint suppliers may 
be able to “improve their cost fig- 
ures” because newspaper publish- 
ers “have vividly in mind the un- 
favorable reaction they got to their 
last increases in advertising and 
circulation rates.” 

He said newsprint companies, 
while showing a percentage de- 
cline in earnings for the first half 
of 1958 compared with the same 
period in 1957, are still getting 
“substantial” dollar earnings. 

“In fact,” he added, “they loom 
quite large when compared with 
the meager earnings of an influen- 
tial metropolitan newspaper, which 
were recently published in trade 
magazines.” 

A price increase on newsprint, 
said Mr. Corcoran, “would certain- 
ly reduce sharply the volume of 
newsprint consumed, and volume 
apparently is what the producers 
need most at this time.” # 


Appoints Doyle & Hawley 

The Santa Monica Outlook has 
named Doyle & Hawley its national] 
advertising representative, 
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and again this year... 


LOOK LEADS 
MAJOR 

WEEKLY FIELD 
IN CIRCULATION 
AND 


REVENUE GAINS 


In the years since World War II, the 
Big 3 Showcase Magazines of the weekly field 
have registered substantial increases in circu- 
lation and advertising revenue. And of these 
magazines, LOOK has gained at the fastest rate 
and most consistently. 


This year, in the face of the recent recession, 
Look has been the only magazine in the major 
weekly field to post a revenue increase. For 
the first 9 months of 1958 vs. 1957, Look ad- 
vertising volume climbed $1,123,000. 


In circulation, Look this year... asin the past 
5 years and the past 10 years... outgained 
the rest of the field by a wide margin. Look 
cireulation for the first half of 1958 averaged 
5,623,000—an increase of more than 617,000 
since first half 1957. 


But with circulation continuing to climb, and 
despite sharply-rising postal and production 
costs, LOOK has announced it plans no increase 
in circulation guarantee or advertising rates 
in 1959. Having anticipated higher costs, 
LOOK raised its single-copy price by 33% and 
its basic subscription price by over 40%. So at 
LOOK, higher newsstand and subscription 
prices, rather than higher advertising rates, 
are helping to offset rising costs. 


Now is the time to put LOOK’s unmatched vi- 
tality and efficiency to work for you. Call your 
Look representative today, and let him show 
you why America’s fastest-growing major 
magazine belongs in your advertising and 
marketing plans for a bigger, better 1959. 

LOOK—THE EXCITING STORY OF PEOPLE 


LOOK LOOK 
AVERAGE ADVERTISING 
CIRCULATION REVENUE 

1958 5,623,413 | $29,956,875 
1957 5,006,348 28,833,857 
1956 4,189,004 23,193,542 
1955 4,076,869 19,675,808 
1954 3,868,394 17,434,814 
1953 3,405,345 15,453,460 
1952 3,301,762 14,472,396 
1951 3,260,927 14,352,631 
1950 3,200,145 12,261,752 
1949 3,041,630 10,680,941 
1948 2,912,689 8,183,477 


Sources: Circulation figures are for ist 6 months of each year, A.B.C. 


Advertising revenue figures are for ist 9 months of each year, PAB, 
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Mogul Cuts Use of Radio-TV, Blames 
Poor Programming, Rates, Ratings 


(Continued from Page 2) 
ing for our present society. What's | 
more, most of the new shows 
commit the one unpardonable sin 
—they’re dull. 


“Now what happens when we 
go to a station with a firm offer 
to buy two or three thousand 
spots a year? If, as is likely, the 
maximum discount is based on 


/1,000 spots, we’re simply out of 


s “How an advertiser can be 
expected to invest anywhere from 
$2,500,000 to $5,000,000 a year in 
the kind of program now available 
is utterly beyond my comprehen- 
sion,” he said. “And it’s precisely 
this paucity of good programs 
which leads me to make the flat 
prediction that pay tv will be here 
in two or three years. My one 
escape clause in this bald state- 
ment is that qualifying phrase-—if 
tv continues to slide downhill. 

“The networks will have no one 
to blame but themselves, or as one 
tv writer put it, the networks are 
sowing the seeds of their own 
destruction with the very pro- 
grams they put on the air today,” 
Mr. Mogul said. He added that 
network tv is losing Esquire shoe 
polish, a Mogul client, next year, 
with the money to go into print 
and spot radio and tv, because 
the agency couldn’t find any pro- 
gram to justify the expenditure 
of $2,000,000 on network. 

(Editor’s note—Esquire current- 
ly is one of the featured products 
on Revlon’s alternate-week half- 
hour of the “Garry Moore Show” 
on CBS-TV. Esquire will be off 
this show after its contract runs 
out at the end of the year, a; 
spokesman for the agency said.) | 


. 
# In a question session cua 
followed his address to the semin- 
ar, Mr. Mogul made it clear that 
he did not intend to place all the 
blame for the low level of pro- 
gramming on the networks. “Ad- 
vertisers are just as much at 
fault for buying the garbage, and 
so are the agencies,” he said. 

Air media comprised 75% of 
Mogul’s billings in recent years, 
but dropped to 70% this year and 
will probably decrease another 
5% in 1959, the agency president 
revealed. 

After pointing out that he was 
referring to a small segment of 
the industry, which threatens to 
do irreparable harm to the entire 
industry, Mr. Mogul voiced his 
criticisms of the spot radio and tv 
rate structures. 

“What we see is a rate structure 
that is often totally unrealistic in 
terms of saturation—a rate struc- 
ture devised for national adver- 
tisers who employ the medium 


luck. If we’re working for a retail 


account, we’re out of luck in 
spades. 

“Another evil—at least I con- 
sider it to be an evil—that has 
sprung up in recent years is 
traffic time and premium rates. 
If we want to buy r-o-s and 
include some early morning or 
early evening time that can’t be 
covered in the package, we are 
obliged to pay extra for the 
premium program. Why? Because 
the times are sold out to advertis- 
ers who buy 10 or 12 spots a week 
for short-term campaigns and are 


|perfectly willing to pay the pre- 
mium price for the privilege. 


s “Another evil is off-card deals. 
I’m not going to add more fuel to 
a fire that has raged, on and off, 
but mostly off, for many years. I 
would like to know, though, why 
the blame is ever placed on the 
agency or the advertiser. The 
primary loyalty and responsibility 
of an agency is to its clients. The 
agency is obliged to buy at the 
lowest prices that a station is 
willing or able to sell to a com- 
petitor. We prefer buying through 
reps, and most of them, I’m happy 
to say, work with us so that our 
clients feel they are getting a 
square deal. But nothing incenses 
us more than when a client proves 
that another agency or advertiser 
was clever enough to obtain a 
lower price. 

“What’s the solution? Maybe 
there is none, but you can’t make 
me believe it. What I do believe 
|is that only one price should exist 
|for every advertiser in each cate- 
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gory. There is no surer way to 
eliminate under the counter she- 
nanigans. But the categories 
should be developed with an eye 


to basic differentials—bona fide | 
differences as among local, retail,| 


regional and national advertising. 

“Furthermore, rates should be 
based on frequency use and con- 
tinuous, year-round use of the 
medium. Preferential rates and 
advantageous time positions 
should be offered to the advertiser 
who is willing to stay with a 
station for the long pull. To offset 
the preferential treatment of the 
steady account, I believe that 
stations should charge the nation- 
al advertiser, who jumps in with 
his quickie schedule, a _ higher 
price,” he asserted. 


e Mr. Mogul said that conservative 
estimates indicate that more than 
half the new entries in network tv 
last fall will be off the air in the 
next few weeks. He said he doesn’t 
believe the figures that show that 
network tv viewing is as high or 


higher than ever before. 

“For a long time I’ve contended 
that the entire rating service 
industry needs a drastic over- 
hauling,” he said. “Many rating 
services are so contradictory, they 
only add to the confusion that 
already exists in abundance.” # 


Freit Labs Names Miller 

Harold Miller Co., New York, 
has been appointed to handle ad- 
vertising for Freit Laboratories, 
Martinsville, Va., maker of Free- 
Slide and E-Z-Open waterproofing 
lubricants. The products will be 
repackaged and promoted via tv 
and newspapers in a drive set for 
the middle of 1959. Plans also are 
being made to introduce several 
new products next year. 


O’Brien Corp. Names Frank 

O’Brien Corp., South Bend, ma- 
ker of paint products, has appoint- 
ed Clinton E. Frank Inc., Chicago, 
to handle its advertising. Camp- 
bell-Mithun formerly handled the 
account. 
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This is a television set. 
Today 43 million U.S. homes have 
one (or more) of them. 


| 


stations. 


This is a typical family. 
Over 98% of all U.S. famiiies are 
within the range of today’s television 


3 


This is a television picture tube. 
On it, during 1957 have appeared the 
messages of 4,447 advertisers — re- 
gional and national — carried right 
into family living rooms. 


This is an armored car. 
It would take 750 of them to trans- 
port the gold equivalent of the more 
than 1% billion dollars spent with 
television last year by all its adver- 
tisers. 


This is an ear. 


During an average week the televi- 
sion medium reaches the ears of over 
40 million U. S. families. 


NOTHING I1AS EVER GROWN SO FAST! In 1951, American fami- 
lies spent 54 million hours a day watching television in some 


10 million TV homes. During January of 1958 alone, 259 


WE BELIEVE IN TELEVISION 


That’s why we are publishing this advertisement in its 
behalf. Since 1931 (when TV was only a glimmer in 
engineering eyes), BROADCASTING Magazine has been 
THE authoritative reporter of everything new and 
significant in the field of electronic media and broad- 
cast advertising. With the largest (by far) editorial 
and news-gathering staff in its field .. the most ex- 
tensive background of knowledge about every phase 
of broadcasting . . and the prestige of having literally 
“grown up” with this multi-million dollar business — 
it is only logical for BROADCASTING to be recognized as 
the most authentic, most widely-read journal in the 
fast-moving realm of Television (and Radio). 


million hours a day were spent with television in 42% mil- 
lion-plus TV homes! Within the same period, advertising 
expenditures in the television medium soared from about 
¥srd of a billion dollars to well over 1% billion! 


These things don’t just happen. Realistically, it attests to 
TV’s universal appeal throughout all of what Mr. Shake- 
speare called the seven ages of man (as well as women who, 
statistics show, live even longer). Television has enticed 
people out of their beds at dawn to hear a discourse on 
Thomas Wolfe. It keeps them up far after midnight to see 
how a movie ends. It assembles an audience for a single 
sea — a single hour that is many times greater 
than Broadway’s longest-running hit could have played to 
“es ee to Ashigts end in a century of performances. Television is the 20th century 
4 phenomenon that lets a fan in Wyoming be at a ball game 
; in Milwaukee and see it better than from the best box seat 
in the park. Television is the biggest purveyor of news in 
today’s world . . a reporter that makes eye-witnesses of te. a Aye 
everybody — and regularly makes news itself. 


for quickie campaigns and adver- 
tise on an in-again, out-again 
basis. We simply don’t like to sell 
the medium that way.” 


s Mr. Mogul noted that news- 
papers not only have a _ special 
non-card rate for giant advertis- 
ers, such as a Macy’s or a Mar- 
shall Field, but that they also 
give them preferential position. 
“There’s nothing astonishing about 
a newspaper treating a big bread 
and butter account with deference. 
It’s done every day in every way, 


have a job to be done? 


g Hesitate to dele- 
ae gate? Multiply 
yourself a thou- 
sandfold—with 
motion pictures 
delivering your 
Own message .. . 
Warning: Call in « professional pro- 


And television is America’s most forceful salesman. It sells 
face-to-face, right in the family circle. It sells as a friend, 
not a stranger. It sells with the triple persuasion of voice, 
sight, and motion. Skilfully used, it sells at an unbeatable 


BROADCASTING 


ducer. level of efficiency and economy. 

Atlas Fila Comoration Television to fer ndvertions who went to go pleces. Televi THE BUSINESSWEEKLY OF TELEVISION AND RADIO 
enees ae ek nani sion itself today goes about everywhere. The corollary is 1735 DeSales Street, N. W., Washington 6, D.C. 

Washington Chicago Hollywood obvious. A member of the Audit Bureau of Circulations 
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Adman in the News ... Charles Manship Jr. 


(Continued from Page 3) 
eleven, then he switched to the 
University of Missouri school of 
journalism, “the best in the coun- 
try.” He admits to a life-long love 
for newspaper work and “I’d be a 
fish out of water in anything else.” 

After getting his bachelor’s de- 
gree at Missouri, and a master’s at 
Harvard business school, he spent 
two years on the New Orleans 
Times-Picayune. Then it was back 
to Baton Rouge, where his dad had 
formed the State-Times in 1904 by 
consolidating several newspapers. 


# Young Manship married Paula 
Garvey of New Orleans in 1938, 
then when World War II started 
he joined the Navy. He spent 42 
months in service, engaging in har- 
bor control work in Panama and 
San Francisco. In the SNPA since 


the war he has been, as one col- 
league put it, “almost perpetual | 


“His real big job in the SNPA,” 
said an acquaintance, “has been to 
lead in the development of south- 
ern newsprint mills. We have got- 
ten mills down here almost exclu- 
sively through the efforts of the 
SNPA, and Mr. Manship has had 
a large role in those efforts.” 

When not working and worrying 


being tested,” he said. “We will 
live up to the challenge that cames 
to us.” 


® Others elected with Mr. Man- 
ship, who succeeds Millard Cope 
of the News-Messenger, Marshall, 
Tex., were Hugh B. Patterson Jr., 
of the Arkansas Gazette, and Tom 
Tanner of Chattanooga. Mr. Pat- 
terson was reelected treasurer and 


about the SNPA and his newspa- |Mr. Tanner was renamed secre- 
pers, Mr. Manship takes off for his | tary-manager. Mr. Cope now be- 
210-acre farm about 20 miles out- | | comes chairman of the board. 


side Baton Rouge. “It doesn’t make | 
much money,” he says, “but it’s a 
working farm.” Farm products in- 
clude Louisiana oranges, soybeans 
and cattle. 

An energetic man who friends 
say has the facility of firing en- 
thusiasm in those around him, Mr. 
Manship likes hard work and ex- 
pects others to work hard. “The 
thing is,” says a friend, “he makes 
everybody like it.” 

And Mr. Manship thinks a year 


chairman” of its newsprint mills|of hard work faces him and his 


committee, 


fellow publishers. “The South is 


Directors elected included: (for 
Louisiana) Richard Hale, Monroe 
News-Star & Morning World; 
(Mississippi) William Henry Har- 
ris, West Point Times Leader; 
(North Carolina) James A. Gray, 
Winston-Salem Journal & Sentinel; 
(Tennessee) Frank B. Powers, 
Knoxville News-Sentinel; (West 
Virginia) George Warren Hodel, 
Beckley Post-Herald & Raleigh 
Register. J. Kelly Sisk of the News- 
Piedmont, Greenville, S.C., was 
named to fill the term of Charles 
Peace, who died recently. + 


Breast 0’ Chicken 
Names Robinson, 
Jensen; GB&B Out 


(Continued from Page 2) 
Chicken to become president of 
Barnes Chase Co., a California 
|advertising agency, which had 
| handled the account before it was 
shifted to Foote, Cone & Belding 
in 1952. West Coast advertising 
circles speculated that the account 
—then reported as billing $1,250,- 
000—might move to Barnes Chase. 
That didn’t happen; instead, Purr 
cat food was transferred from 
| Barnes Chase to Elwood J. Robin- 
;son Co., Los Angeles, which had 
introduced the brand some years 
earlier. 

In July, 1957, the Breast O’ 
Chicken account went to Guild, 
Bascom & Bonfigli from Foote, 


“«( 
¢ 
Cort 


This is an eye. 
Television has the eyes of the aver- 
age U.S. family for 5 hours and 56 
minutes every day. 


This is movement. 
Among all major media, only tele- 
vision combines the fascination of 
motion with voice and visual impact. 


This is a sale being rung up. 
The chances — most conservatively 
— are one in three that television 
helped to make it. 


. os 
Q 


on 


This is an advertiser. 
He is a sleek, happy one because he’s 
found how television, properly used, 
sells more of what he makes. 


ae 


This is also an advertiser. 
He is not very happy, poor fellow. 
He doesn’t believe in television (or 
that it’s really responsible for his 
competition’s success). 


1] 


Litt it ith 
WXY-TV 


j 
j 
\ 


This is a television station. 
There are now over 500 commercial 
television stations in the country to- 
day — with more than 100 others 
a-building. 


This is a formula. 
It is a simple one that keeps working for more and more 
advertisers. Local, regional or national advertiser, you can 
cut the fabric of television to fit your needs. After all... 


13 


ra | 


Anything so big can’t be ignored! 
And television is one of the biggest, 
most compelling forces in the lives of 
today’s consumers. Come into their 
living rooms. It pays! 


Cone & Belding. The decision was 
made because, in the words of 
George Dew, who then was head 
of a five-member operating com- 
mittee for Breast O’ Chicken and 
Westgate California Tuna Packing 
Co., “We felt these people had lots 
of merchandising ability—particu- 
larly in the food field. That’s all 


they do.” 
Foote, Cone & Belding also was 
well-liked. “Delightful people,” 


Mr. Dew said. “It is simply that we 
felt GB&B could do a better job in 
our line of business. Maybe they 
can; maybe they can’t. That’s what 
we are going to find out.” 

Two weeks later, Harold Requa, 
advertising manager for Breast 
O’ Chicken and Westgate for 15 
years, resigned to join FC&B in 
Los Angeles as account executive 
on Sunkist. He had characterized 
the selection of GB&B as “an 
ownership decision.” 


# In January, 1958, Mr. Dew was 
elected president of Breast O’ 
Chicken Tuna Inc. At the same 
time, Larry Kaner, who had been 
in charge of market development 
for Sun Harbor Corp., was named 
vp and advertising and sales di- 
rector. Sun Harbor was merged 
with Breast O’ Chicken in 1950, 
and he has been sales manager 
since 1952. 

At that time Breast O’ Chicken 
started a campaign stressing its 
ownership of a tuna fishing fleet, 
using humorous copy and the 
slogan, “Quicker off the clipper.” 
The copy employed the same car- 
toon technique used in GB&B 
house advertising, took place in 
Tunaville, featured Oona O’Tuna, 
and the cry, “We get the tuna to 
ya soona.” 

But the ad circles of the West 
Coast heard reports that GB&B 
felt that the client was less 
interested in advertising than in 
merchandising and deals. Several 
weeks ago the fact that the com- 
pany was listening to presenta- 
tions became known, and this 
week a new agency was named, # 


Wright to Hogan, Rose 

Robert S. Wright Jr., formerly of 
J. M. Mathes Inc., New York, has 
joined Hogan, Rose & Co., Knox- 
ville, as creative director. 


everything is just © 
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at the fabulous 


Roney Plaza 


HOTEL 
in the heart of Miami Beach fun belt! 


Three-block long, sun-drenched private 
beach. Olympic size pool. Cabana Colony. 
Acres and acres of tropical gardens. Ten- 
nis courts. Putting greens. Steps away 
from clubs, famed Lincoln Road shops. 
Minutes from race tracks, Jai-Alai and 
deep-sea fishing. Luxurious air-condi- 
tioned suites and rooms—with free TV. 
Dancing and entertainment nightly. 


53 of 283 rooms 
per day, per person, double occupancy 


316 Dec. 19 to Jan. 4 $14 Jan. 4 to Jan. 31 
world-famous Roney meals 
(Breakfast & Dinner) European Plan available 
For reservations call: 
N.Y.: MU 8-O110 (Open Suns.) 
Chicago: AN 3-6222 
or SEE YOUR TRAVEL AGENT 


7 acres On the Ocean 
at 23rd Street, Miami! Beach 
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PRINTI NG Buyers |\McCann Names Ross, Davis _| tion of United Publishing Co., At-| Nielsen Network TV 


Arthur R. Ross, formerly eastern | 1@nta, Ga., has changed its name to | ie 
FACTS—about roll-fed offset printing tv-radio director of Campbell-|7°v Wholesaler. The publication | Two Weeks Ending Oct. 18, 1958 


d , has bee inted tv | has also been voted the official . 
© Paper in rolls costs less bene = Pic Ray Pony g a) ahetemn, publication of the Toy Whole-| Copyright by A. C. Nielsen Co. 


© Prints 4 times as fast ‘Erickson. New York. McCann-| %@lers’ Assn. of America. Advertis- | Nielsen Total Audience* 
© Prints 2 sides in one operation $= Brickson, Chicago, has appointed img rates and mechanical specifi- | TOTAL HOMES REACHED 
© Prints and folds on press \John Bryan Davis, previously an ©@tions of the magazine are Homes 
© Two colors at single-color prices art department supervisor a , unchanged. Rank Program (000) 
CATALOGS—CIRCULARS, etc. Chicago office of Kenyon ck- 1 World Series—Sunday (Gillette, NBC) ..........ccsssesssssssssesssessnerssneessneenneennennns 22,533 
|hardt, senior art director. Koehl, Landis Adds Three 2 World Series—Monday-Wednesday-Thursday (Gillette, NBC)... 20,054 
DANWER PRESS, Inc. | Royal Caribbean Hotel, Montego; 3 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) o.............ccccccccccccseseeeeneeneee 16,922 
Akron, Ohio ‘Toy Jobber’ Changes Name Bay, Jamaica, B.W.1., a a 4 Wagon Train (Edsel, General Foods, NBC) ..............cccccceccsccseseseseeeseeneesees 16,748 
J National Toy Jobber, a publica- ternational Beauty Show, New! 5  tucille Bail & Desi Arnaz (Westinghouse, CBS) ............ccccssssssveeeeon 14,747 
FRanklin 6-6175 . | York, have appointed Koehl, Lan-| 6 Danny Thomas Show (General Foods, CBS) ...........cccccecesssseseseseseenseseneeenees 14,660 
— . dis & Landan, New York, to han-; 7 Cheyenne (Harold F. Ritchie Inc., National Carton, ABC) ............c0c000000 14,573 
‘die their advertising. Interstate) g Perry Como Show (Several sponsors, NBC) ............c:cceseccocssesesssveseeeveeevenseee 14,312 
| Department Stores, New York, also} 9 _ I’ve Got A Secret (R. J. Reynolds, CBS) .........ccccccecccovssvssscssssvaseeeeeesesssee0evavon 14,007 
jhas named Koehl, Landis to su-|19 Sugarfoot (American Chicle, Ludens, ABC) o.....cccccscsessssccvsesvseesnseensevvesan 13,703 
| pervise a new special projects pro- 
gram. PER CENT OF TV HOMES REACHED? 
Homes 
Mathias Joins Bradfute Rank Program (%) 
Paul E. Mathias has resigned as 1 World Series—Sunday (Gillette, NBC) ............cccccccssssccsscsseeseessesseseecenennenanee 52.6 
account executive on The Saturday 2 World Series—Monday-Wednesday-Thursday (Gillette, NBC) .................... 46.8 
Evening Post account at Batten, 3 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..................ccccccccccceee ce ceeeeeee 39.8 
| Barton, Durstine & Osborn to join 4 ae ty (Edsel, General a NBC) ~ A IE Do PEO ee a 
| . 5 Luci Ball & Desi Arnaz (Westinghouse, CBS) oo... cccccccccccececeenee neues 4 
Give them a happy Adler: oul reg! 2 6 Cheyenne (Harold F. Ritchie Inc., National Carton, ABC) ...................0..00000 35.6 
xk * te lof the Hr yaa roa territory. BBDO 7 Danny Thomas Show (General Foods, CBS) o.................cccccceccscessesceessseesereneees 345 
7 reportedly is seeking a replace- 8 Perry Como Show (Several sponsors, NBC) .o...........cccccccccsesseceseseeeseeseeeeennens 33.7 
HENNE SSY ment outside the agency. 9 Sugarfoot (American Chicle, Ludems, ABC) ..............ccccccccccssceeeseeneeseeeceneeeneees 33.3 
110 Ce eee a ere GE, Fa Tapes, GU aici cs cceesevnssesesscccsosccnseceusszsrocvniasee 32.8 
HOLIDAY | Carrie Joins ‘Seventeen Nielsen Average Audience** 
Richard L. Carrie, formerly New Shenae 
cael | York sales manager for Printers’ 
., NY. me Rank Program (000) 
SST §=6Si em Ink, has joined the sales staff of| 1 — World Series—Sunday (Gillette, NBC) ...ccccccccssssssssssssssassssesnsseemunnnsee 16,226 
| Seventeen. 2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ................6.cccccceccecseeeeee 16,052 
| 3 Wagon Train (Edsel, General Foods, NBC) ..............cccccccccesseeeseeeseeeseeeeenees 13,703 
oe 4 Danny Thomas Show (General Foods, CBS) ...........cccccccccecccessceeeeeseeeeeneees 13,616 
| § Have Gun, Will Travel (Lever, Whitehall, CBS) ............0..ccccccccccccccesecseeeeeeees 12,876 
Va » | 6 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..................cccccee000000 12,876 
IN ¢ 4 F Wem Get A Bocwat GR A Remnablle, COG) casciccesecscscsskictsnsscccesnssessncssceneresens 12,615 
UNIO —— Z 8 World Series—Monday-Wednesday-Thursday (Gillette, NBC) ................ 12,528 
N * 9 Lucille Ball & Desi Arnaz (Westinghouse, CBS) .......c.cccccccccccccsesseseeeseeesee 12,267 
- ag 0 Wyatt Earp (General Mills, Procter & Gamble, ABC) ..............c.0.cccccceeeee 12,224 


= 
: 
3 


—— PER CENT OF TV HOMES REACHED} 


| Rank Program (%) 
1 World Series—Sunday (Gillette, NBC) ...............ccccccccssesssseeeesecetesseeneeeeeeeeenneena 37.9 
¥ 2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) o..........cccccccccccceeeeeereneee 37.7 
‘a 3 Wagon Train (Edsel, General Foods, NBC) ................ccccccccsseeseescesseseenseeceeenees 32.4 
4 Danny Thomas Show (General Foods, CBS) .............ccccccccccesscesnesseceesseesees 32.1 
5 Have Gun, Will Travel (Lever, Whitehall, CBS) .................ccccccccceeccceeeeeeeeeneee 30.8 
T 6 Tales of Wells Fargo (American Tobacco, Buick, NBC) ............:..ccccccceeeeeeeee 30.2 
M .f Lucille Ball & Desi Arnaz (Westinghouse, CBS) ..........cccccccccccccceseecseeeeeeeeeeees 30.1 
GRE | 8 CU Se A Se Gy Be RN, CD sis ciseetricenstsiterrcnnsesssecedtncciserechseccnesneee 29.5 
By World Series—Monday-Wednesday-Thursday (Gillette, NBC) ..............cc0000 29.2 
10 Wyatt Earp (General Mills, Procter & Gamble, ABC) ...............ccccccccesseeeeeneee 29.2 
* Homes reached by all or any part of program, except for homes viewing only one to 
T | five minutes. 
**Homes reached during an average minute of the program. 


+ Percented ratings based on tv homes within reach of station facilities and by each 
| program. 
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When it comes to ROP color, the 

3 ~y. : _ Rockford Morning Star and Rockford 

7 _ Register-Republic offer you the finest facili- 
_ ties in northern Illinois. Add a market 


@ MIAMI 165% ABOVE NATIONAL AVERAGE | of half million people used to reading 


oF PAE SRS She CERN) and responding to a steadily increasing 


@ MIAMI 123% ABOVE NATIONAL AVERAGE _ amount of fine newspaper color ads. The 


in food sales per capita! results are a top market for your product 


. ne | k fe 
© MIAMI 152% ABOVE NATIONAL AVERAGE wee 4 ws Le achieesis Maleisiny te 


in drug sales per capita! 


sales of your products 
@ MIAMI 248% ABOVE NATIONAL AVERAGE ye ys a ¥ or services. 


WTVJ covers this fantastic market as no other media can! 
CHANNEL 4 


Represented by: 
Peters, Griffin, Woodward, /nc. 


See NCS #3! See ARB! See your PGW colonel! 


(data from Sales Management's November 
10, 1958, “Marketing on the Move” issue) 
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So, we’re expanding our ad alley to keep up with the retail linage on First 


And no paper ever hit the street for a better reason. _ 

As any media man will tell you, retail advertising is the acid test of 
a newspaper’s effectiveness. More often than not, the ad appears only 
a few hours before the retailer’s doors open for business, but if the cash 
register doesn’t ring that very day, there’s no ad the next morning. 

That’s why we’re so proud of the fact that more Los Angeles retailers 
start their day on First Street than any other location in the world. 

It’s a fact. The Los Angeles Times has been first among all U. S. 
newspapers in total retail linage for the last three years...and for the 


first six months of this year, The Times leads the second-ranking 
newspaper in the country by 1,673,528 lines. 

Just to be even more amazingly statistical: for the last ten years 
—in this sprawlingest, next-to-retailingest market in the land — 
Los Angeles retailers have made The Times their No. 1 choice in 
total retail advertising. 

So if you want your advertising to get wholesale results in 
Los Angeles, follow the retailers— the men who know the market 
best — to First. That’s where The Times is. 


First in the nation’s No. 2 market Los Angeles Times 


Represented by Cresmer and Woodward, New York, 
Chicago, Detroit, Atlanta and San Francisco 
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Look at some of the facts and figures on this Southern 
California city and we guarantee that you'll do a double- 
take. For instance—buying power in this county of 
some 271,500 people is up an amazing 59% since 1950! 


craft, of course, is big. But so is the manufacture of food 
packing equipment, cement, drugs, leather goods, metals, 
machinery. And there’s agriculture, too. (Recent county 
crop and livestock returns were valued at over a million 
and a half dollars.) Riverside, of course, is one of the 


Here’s another one—retail sales. In 1957, the citizens ‘aul ; 
largest orange shipping centers in the world. 


of this sunny region reached into their jeans and shelled 
out $343 million for the goods they wanted . . . a hike of 


You might also make this mental marketing note: 
over 112% in just seven years! 


Riverside and adjacent San Bernardino and Ontario, 
California are just starting to grow. Land is being re-zoned 


How do you account for these staggering statistics? 2 ; 
for new industry. There’s expansion all along the line. 


It’s the same familiar story: growth in Southern Cali- 
fornia is fantastic—and it’s all due to movement of 
people and industry to attractive geography and a 
climate that’s ideal the year ‘round. 


If you’d like to increase your share of sales in this fast 
growing market, the Riverside Press-Enterprise and 
PARADE can help you. Each Monday they begin to 
move goods off dealers’ shelves. 


Commerce and industry is diversified here, too. Air- 


How big isPARADE in Riverside? 

Per cent of families reached 

POST...12% LOOK...9% LIFE...9% 
PARADE...58% 


(HOME CouNTyY) 


oprescaied nationally by Doyle & Hawley) — 


PARADE ... The Sunday Magazine section of more than 60 fine newspapers cov- 
ering some 3000 markets . . . with more than 17 million readers every week. 


Advertising Age, November 24, 


Variety, Humor 


Seen Growing in 
‘Business Papers 


(Continued from Page 3) 
judge business publications, Mr. 
Funk listed the most important as 
| follows: 

1. How well does the publication 
concentrate on the _ specifying 
factors or best prospects? 

2. To what extent are prospects 
reached who are not reached by 
other publications? 

3. Can the advertising message 
be integrated with editorial con- 
tent? 

4. How believable or authorita- 
tive is the medium? 

5. Is there a favorable associa- 
tion with quality editorial treat- 
ment? 

6. Does the publication provide 
promotional-merchandising sup- 
port for its advertisers? 

7. How does the publication rate 
with the specific audience it 
reaches? 

8. What is the amount and quali- 
ty of its knowledge of its own 
market? 

9. How big a basic investment 
is required? 


# Pointing out that management 
}executives in one field usually 
|read that particular industry’s 
| trade publications, Mr. Funk said 

that in companies operating in 

many fields “top management does 
|not read all of the business publi- 
| cations.” 

“They can’t,” he said, “and be- 
cause they can’t they tend to be- 
lieve that no one else does either.” 

Mr. Funk said he believes the 
most important current develop- 
ment in the business paper field 
is “the increasing use of consumer 
advertising and consumer adver- 
tising techniques to sell industrial 
products. Even the ‘money back 
| guarantee’ has reached the indus- 
trial field. Goodrich-Gulf Chemi- 
cals recently ran a spread inviting 
rubber processors to ‘try a ton’ 
\of its new micro-black master- 
batch. 


‘If you don’t agree it is a| 


1958 


| People are looking for things not 


to read.’ 

“I predict greater and greater 
use of photo caption techniques, 
large illustrations that tell more 
of the story, full color, gatefolds 
and special inserts, even samples 
of the actual materials being sold 

. and more humor. 

“Engineers and business men 
are human. In an increasingly hu- 
morless world those who know 
how to laugh at themselves, but 
not at their products, and those 
who can appeal to the human be- 
ing connected to the _ technical 
mind can achieve rich rewards.” 


® Robert E. Healy, exec vp of 
McCann-Erickson, said that his 
agency’s “high regard for business 
publications—and the men who 
publish, edit, and sell them—is 
well demonstrated by the 12,178 
advertising pages we placed in 
this medium in 1957. Our media 
people tell me that we will have 
placed 14% additional pages by 
the end of 1958. 

“We regard business publica- 
tions as a large-scale research 
activity that makes a vital contri- 
bution to our knowledge of indi- 
vidual markets and industries and 
of business at large. Through 
lively, creative journalism you are 
paralleling the work of advertising 
agency research departments— un- 
covering a great volume of intelli- 
gence for crucial decisions that 
affect products, distribution, com- 
petition, pricing, and even adver- 
tising itself.” 

Emphasising that McCann- 
Erickson “believes that the adver- 
tising pages of business publica- 
tions should not be regarded as 
second-class citizens,’ Mr. Healy 
said that business paper advertis- 
ing is “developed with the same 
concern for audience, the editorial 
environment, the selection of what 
we call the purchase proposition, 
that we bring to consumer adver- 
tising.” + 


Lane to Join Carrier as VP 
William T. Lane will join Car- 
rier Corp., Syracuse, on Jan. 1 as 
vp in charge of corporate relations. 
He is disposing of William T. Lane 
Co., Syracuse advertising and pub- 
lic relations agency which he has 


| superior product, the test run costs | headed for the past five years. Mr. 


| you nothing.’ 
| “As Oil & Gas Journal has been | 
itelling us in a series of comic! 
|book type inserts,” Mr Funk said, | 
|“ “this is the age of viewing .. 


Lane has been executive secretary 
|to the mayor of Syracuse, presi- 
|dent of the Common Council and 
| general manager and part owner 


. of WAGE Inc. 


CONTINUOUS MONTHLY 
GROCERY INVENTORY 
MAKES WINSTON-SALEM 
IDEAL TEST MARKET 


The Journal and Sentinel research 
department conducts monthly 
sales and distribution reports on 
more than 450 food brands and 
sizes in Winston-Salem Metropoli- 
tan area. Free to advertisers and 
agencies. Write today. 


CIRCULATION NOW 


7 
Pub. Statement ending March 31, 1958 


JOURNAL, MORNING .. . 


JOURNAL 
SENTINEL 


SENTINEL, EVENING .. . 


AND 


REP KELLY-SMITH COMPANY 
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We have a feeling we're being followed...by CBS 


And why not? The new programming concept about to be embarked upon by CBS is one we pioneered more than sixteen months ago. 
So a few words of confirmation to our worthy competitor: This new programming works! We know--our clearances are up...and our 


sales are up. And our sponsors know —they’re getting results. That’s why we can proudly say—“the feeling of confidence is Mutual!” 


“S ghuaaT as 


_ @ @ @ @ in modern radio network programming— News, Sports and 


5 Qe SER 


: Special Events—essentially non-competitive with TV. Mutual wins 
e powerful listener-loyalty with the shows radio does best. i 
zs : 
; © @ @ @ in delivering listeners at the lowest cost per thousand of any 
network — Radio or Television. Ask us for proof! | 
e © @ ein TOTAL STATIONS and in NEW AFFILIATES. Since 

the inception of the New Mutual programming concept, 103 stations : 
have’ joined the World’s Largest Network—now 453 stations. : 
With more and more agencies and advertisers : 
the feeling of confidence 
; ; 

; BROADCASTING SYSTEM, INC. ~- AFFILIATED WITH HAL ROACH STUDIOS 


| ‘ 
‘ es ae Broadway, New York us, N, Y. * Tribune Tower, Chicago, Ill. * 8820 Washington Bivd., Culver City, Calif. if 
be Pee Sage at : 2 io . ee ewes a8 i oe Oe ee oi ae ee ee a a Sed Sa aces oN eel. Ee 


THESE BLUE CHIPS USE MUTUAL: American Home Products - American Tobacco Co. + Bel! Telephone + Benrus Watch Co. + Bristol-Myers Co. + Carter Products - Chrysler Corp. 
Coca Cola + Colgate-Palmolive Co. + Ex-Lax, Inc. » General Electric - General Foods + Genera! Motors + Heinz Foods - Lever Bros. « Liggett & Myers + Lipton Tea + P. Lorillard Co. 
L.P. Gas Council - National Dairy - Pepsi-Cola - Peter Paul, Inc. - Pharmaceuticals, Inc. - Philco Corp. » Quaker State Oil - R. J. Reynolds + Sterling Drug Co. » Studebaker-Packard 
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Rowell Joins Vogue Dolls 
Charles E. Rowell, of Strombeck- 
Becker Mfg. Co., will join Vogue 
Dolls Inc., New York, as national 
sales manager Jan. 1. At that time 
the eastern sales division of the 
company will be integrated into 
|the national] sales department. 


Baltimore Lawyers 
Appeal Decision 
Outlawing Ad Tax 


BALTIMORE, Nov. 18—Baltimore 
|city attorneys have filed briefs 
| with the court of appeals seeking 


An Ad Agency that Loves DIRECT MAIL 


Many agencies don't want to “monkey 
with MAILVERTISING. (Some don’t 


have the know-how). Direct Mail is no 
stepchild here! 


We co-ordinate space 
advertising with it. Phone HA 17-9187. 


‘hat Solow Gat” 


Leo P. Bott, jr., 64 E. Jacksen, Chicage 


~ |reargument of that court’s decision | 
| calling Baltimore’s 4% tax on lo-| 
|cal advertising and 2% tax on the 
|gross receipts of local media un-| 
| constitutional (AA, Nov. 17). 
| The city’s action will stay the 
| high court’s mandate which was 
| to be returned to the circuit court, 


set-up 
‘he trend is the Fastest | where Judge Joseph L. Carter had 
jearlier ruled that the ad taxes 


a tusst, for eoed 

businessmen as Sa . 

. Growing violated the free press guarantees 
, of the federal and state constitu- 


commission plan of pric 
Newspapers ‘tions. | 
P an Also delayed by the new appeal! 
Must be the Best! 


will be the refund of some $1,500,- 
,000 already collected by the city) 
|from the ad taxes which were leg-| 
|islated into effect Jan. 1, 1958, and) 
out of effect as of Jan. 1, 1959. = 


trated on those with more 
dollars to spend — use the 
Morning Courier-Express to | 
reach 45.9% of the families in 
ABC Buffalo — and more than Bradley Co. Names Potter 
1/3 of these in the 8-County Joseph W. Potter Jr., formerly 
Western New York Market. ad manager of Hotpoint Co., Bos- | 
. ,ton, has been named ad manager 
FOR SATURATION the Sund | : ' ; 
Ceablie-Baeress, the aoe, of Milton Bradley Co., Springfield, 
largest newspaper outside of Mass., maker of toys, school sup- 
Manhattan, to blanket the plies and furniture. He succeeds 
482,108 families in Buffalo and Jack A. Pfeiffer, who becomes 
the surrounding 8 Counties. sales manager for supermarket | 
ROP COLOR available both daily products at Bradley. 
and Sunday. ; 


The Morning Courier-Express 
and the Sunday Courier- 
Express are Buffalo’s fastest 
growing newspapers from both- 
a circulation and advertising 
linage standpoint. 

CIRCULATION GROWTH can’t fail 
to mean newspapers that people 
like to read regularly. 

LINAGE GROWTH indicates that 
users are finding that advertis- 
ing pays better in the Courier- 
Express. 

FOR ECONOMY — for more adver- 
tising for your dollar concen- 


Stanley Advertising Gets One 

Tom Thum markets, a division 
of Mini-Marts Inc., Florida food 
chain, has appointed F. B. Stanle) 
Advertising Co., New York, to 
handle its advertising. Newspa- 
pers, radio and direct mail will be 
| used. 


Member: Metro Sunday Comics and Sunday Magazine Networks 


Buffalo Courier-Express 


Western New York’s Only Morning and Sunday Newspaper 


Representatives: Scolaro, Meeker & Scott 
Pacific Coast: Doyle & Hawley 


THE 3“IN PENNSYLVANIA.. 


AND ONLY Ghe Scranton Gimes COVERS LACKAWANNA COUNTY! 
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‘4 


Ke | 
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. *GEORGE A. Mc DEVITT CO..INC.. National Representatives +New York, Chicago, Philadelphia, Detroit, Los Angeles 
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An Adman Looks at the New Car Slogans 


An AA reader sent in the following “translations” 
of slogans being used in the 1959 model cars. In an 
accompanying note he says: “Must be a sacred ritual 
with the auto ad writers to avoid coming out in good 
English and saying something honestly.” 


“An exciting new kind of car!” (It’s exciting as the devil to 
us—we'’ve got our shirts bet on it!) 

“Makes history by making sense” (Al! the cars built up to now, 
including our last year’s model, were completely idiotic.) 

“The car you hoped would happen” (Cars don’t just happen, 
they are caused. But miracles happen and maybe you'll think this 
car is a miracle.) 

“Looks right, works right, priced right” (Of course if you don’t 
like its looks, the way it works, and its price, this bad grammar 
isn’t for you anyway. It’s for the great unwashed majority.) 

“Luxurious without overdoing it” (We haven’t used a purple 
and green color combination but we’ve used everything else.) 

“Roomy without useless length” (‘Useless length” is the part 
you couldn’t get in the garage.) 

“Powerful without hogging gas” (It uses slightly less fuel than 
a jet airliner.) 

“Styled to last” (the style will last long after you’ve worn out 
the engine—unless you hit a lamppost.) 

“Soundly engineered” (Any highly educated octopus can easily 
maintain it.) 

“Priced with the most popular three” (Heavens, we can’t men- 
tion their names—one of them is made by Our Company.) 

“Solid new distinction” (It’s solid as hell because you'll be the 
only one in your neighborhood to own one.) 

“Flight deck” (The lid on the luggage compartment.) 

“New Efficiency” (Old efficiency is for the birds.) 

“Trim 120-inch wheelbase” (That’s 10 complete feet.) 

“Norma! garage” (any garage built within the last three years.) 

“Lots of go for little gas” (Little gas is made from petroleum 
with small molecules.) 

“Useless car weight” (Approximately $0 pounds of chrome 
things.) 

“A new kind of economy V-8 that uses regular gasoline” (Reg- 
ular gas is the cheap kind we used to burn in all cars.) 

“Wrings big mileage from every ounce” (You get one mile out 
of an ounce if you’re lucky.) 

“All the quality that marks a superior car” (this phrase won’t 
translate.) 

“Four other customary ‘extras’—at no extra cost” (We call 
them extras but everybody has them—that’s why they’re cus- 
tomary.) 

“Challenging new 1959 model” (You can’t talk about our car 
the way you did last year or we'll challenge you to come out 
behind the barn.) 

“For example, you'll find that a new Plasmatic 2-door sedan 
is priced almost exactly the same as many models of Chevrolet, 
Plymouth and Ford.” (The Plasmatic is our austerity model and 
costs about the same as the highest priced models of the low- 
priced three—we mean the most popular three—they ain’t low- 
priced no more.) 


Julian Koenig to DDB 


| Meredith Names Vos 


Julian Koenig, formerly with! Meredith Publishing Co., 


order sales for its book division. 


SPREADING THE NEWS 


i 


SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WaAbash 2-8816 
712 FEDERAL STREET ¢ CHICAGO 5, ILLINOIS 


Des 
Ellington & Co., has joined Doyle Moines, has named Vos & Co. to 
Dane Bernbach Inc., New York, as| handle special promotion of mail 
a copy supervisor. 
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Advertising Age, November 24, 1958 


November Pages and Linage in Farm Publications 


Current Figures for U. S. and Canadian Publications Reporting to Advertising Age 


KEY: (mon)-monthly; (sm)-semi-monthly; (bm)-bi-monthly; (bw) bi-weekly; (w)-weekly; (d)-daily; (q)-quarterly. 


Commercial Dis- 
play Excluding 
mt 
r—Total Advertising, in Pages——. ————Tota! Advertising, in Lines———, in Lines 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. Nov Nov. 


1958 1957 1958 1957 1957 1958 1957 1958 1957 
General Farm Publications 
§American Agriculturist (sm) 362 316 3286.8 317.5 26,343 23,001 240,273 231,190 24,160 20,636 
§Arizona Farmer-Ranchman (bw) 68.3 63.3 732.9 747.5 51,673 47,878 554,143 765,129 50,122 46,415 
Arkansas Farmer (mon) .. 13.0 10.7 1646 1709 9813 8.118 124,443 129,274 8,323 
§California Farmer: (bw) 

Northern Edition ........ 49.0 338 474.7 518.6 35,574 25,585 395,744 392,149 34,905 23,733 

Southern Edition ........ 47.4 30.5 499.1 484.6 34,469 23,119 380,071 366,327 33,800 21,257 

Average 2 Editions ...... 48.2 322 4869 S016 35,021 24,352 387,907 379,238 34,352 22,495 
Capper's Farmer (mon) .... 39 S43 528.4 677.9 15,845 23,282 226,699 290,810 15,075 22,402 
Colorado Rancher & Farmer (sm) 20. 25.7 324.7 359.5 15,772 19,492 245,877 272,382 13,987 17,861 
Dakota Farmer (sm) ...... ; 41.6 6611 672.7 29,048 32,606 518,329 527,442 26,950 31,586 
Electricity on the Farm (mon) 8.8 10.3 90.7 108.9 3,156 3,690 32,400 38825 —— —— 
Farm & Ranch—Southern Agriculturist: (mon) 

Southeastern Edition 33.4 278 395.1 398.4 14,346 11,914 169,519 170,923 12,488 10,496 

Southwestern Edition .. 304 S311 391.7 428.0 13,036 13,348 168,068 183,650 11,199 11,699 

Average 2 Editions ...... 32.2 29.1 393.8 412.0 13,835 12,473 168,953 176,752 11,985 10,965 
Farm Journal: (mon) 

Central Edition ....... 816 76.3 887.6 1,009.2 34,990 32,719 380,783 432,939 33,427 30,920 
” gpEastern Edition ...... 78.2 749 795.0 1,028.6 33,568 32,147 341,076 441,284 31,922 30,348 

Southern Edition ...... 72.7 70.1 6948 967.0 31,201 30,074 298,077 414,856 29,638 28,275 

Western Edition ...... 774 774 828.1 1,051.9 33,202 33,220 355,276 451,254 31,639 31,421 

Average 4 Editions ...... 77.5 74.7 801.4 1,014.2 33,240 32,040 343,803 435,083 31,657 30,241 
Farm Management (mon) ... 16.0 120 2152 2048 6,870 5143 92,315 87,650 6,870 5,143 
Farm Quarterly (q) ...... — — 2520 2415 118,944 113,988 
§The Farmer (sm) ........ 87.5 83.7 884.9 869.0 68,596 65.643 693,797 681,309 62,721 59,497 
The Farmer (sm) ........ 649 645 949.8 933.6 50,857 50,603 744,654 731,912 \ 45,272 
Farmer-Stockman: (mon) 

Oklahoma Edition ...... 278 S11 3763 413.6 11,908 13,363 161,448 177,430 10.955 12,200 

Texas Edition ........ 25.3 27.5 343.8 387.7 10,855 11,796 147,501 166,344 9,902 10,633 

Average 2 Editions ...... 265 29.3 360.0 400.7 11,382 12,580 154,475 171,887 10,429 11.417 
Georgia Farmer (mon) .... 10.7 #110 17.1 = #127.7 ~+%§8,075 8395 88,529 96,550 7.249 8,040 
tIndiana Farmer's Guide (mon) 12.1 1469 1619 2322 9,497 13,239 126,933 182,060 7,291 9,304 
lowa Farm & Home 

Register (mon) ........ 213 283 213.9 214.2 21,320 28,325 213,929 214,240 20,922 27,803 
§lowa Farm Bureau 

Spokesman (w) ........ 42.3 42.0 493.7 462.1 42,816 42,500 500,883 469,721 41,020 39.680 
§Kansas Farmer (sm) ...... 44.6 348 386.0 411.7 33,878 26,460 293,334 312,920 29,990 22,944 
Kentucky Farmer (mon) .... 17.7 17.6 2266 $237.3 13,866 13,811 177,694 186,093 11,724 11,810 
Michigan Farmer (sm) ..... 406 33.2 5698 539.9 31,208 25,471 437,612 414,677 26,544 21,354 
Minnesota Farmer (mon) 110 120 1465 123.8 8646 9,621 114,912 97,362 8100 9,621 
Mississippi Farmer (mon) .. 9.5 8.7 108.0 1262 7,145 6554 81,602 95,390 6,277 6,082 
§Missouri Ruralist (sm) .... 48.7 41.9 424.2 488.1 37,033 31,853 322,372 370,973 30,765 24,859 
Montana Farmer-Stockman (sm) 41.5 43.1 641.3 646.5 31,367 32,557 484,812 488,729 24.640 25,459 
Nebraska Farmer (sm) ..... 62.1 606 919.2 911.7 46,960 45,828 695,403 689,418 37,390 38,737 
§New England Homestead (sm) 35.1 25.7 424.9 338.8 24,578 17,954 297,456 237,147 18,354 12,350 
New Jersey Farm & 

Garden (mon) .......... 28.6 32.2 419.0 486.2 12,878 14,505 188,550 218,865 9,970 10,433 
New Mexico Farm & 

Ranch (mon) .........- 21.5 175 1609 131.6 16,219 13,286 122,076 98,448 16.212 13,279 
Ohio Farmer (sm) ........ 45.3 46.2 672.6 649.8 34,806 35,475 516,541 499,090 28,423 29,186 
§Pacific Northwest Farm Quad: (sm) 

The Idaho Farmer ....... 32.1 27.4 410.7 383.7 24,277 20,701 310,500 290,103 24,415 19,587 

The Oregon Farmer ...... 29.0 25.1 379.9 346.1 21,913 18,997 287,203 261,631 22,051 17,995 

The Utah Farmer ........ 319 28.0 394.0 394.6 24,145 21,201 297,876 298,330 23,800 19,821 

The Washington Farmer .. 33.4 25.9 405.8 362.5 25,282 19,597 306,822 274,072 25,420 18,593 
§Pennsylvania Farmer (sm) . 43.4 29.0 474.7 442.4 33,358 22,275 364,608 339,728 28,841 17,828 
Prairie Farmer: (sm) 

ZHillinsis Edition ...... 75.6 67.2 1,022.6 994.6 55,061 48,953 744,468 724,071 46,655 40.645 

H#indiana Edition ...... 74.5 65.2 994.3 954.0 54,199 48,953 723,866 694,549 45,793 39,189 

Average 2 Editions ...... 75.1 66.2 1,008.5 974.3 54,630 48,225 734,167 709,310 46,224 39,917 
Progressive Farmer: (mon) 

#Carolina-Va. Edition 65.5 76.7 811.0 1,000.7 44,553 52,187 551,497 680,487 42,692 49,660 

#Ga.-Ala.-Fla. Edition .. 67.1 77.55 824.0 1,008.3 45,604 52,700 560,317 685,630 43,299 50,285 

2Ky.-Tenn.-W. Va. Edition 63.2 72.0 763.4 933.5 42,952 48,971 519,094 634,756 41,317 47,074 

#Miss.-La.-Ark. Edition .. 61.9 71.4 770.3 944.1 42,121 48,556 523,827 641,954 40,271 46,578 

#Texas Edition ........ 66.9 77.2 7966 984.5 45,516 52,487 541,689 669,456 42,858 49,578 

Average 5 Editions ...... 649 75.0 793.1 974.2 44,149 50,980 539,285 662,455 42,087 48,635 
§*Rural New Yorker: (sm) 

New York-New Eng. Edition 211 —— 103.0 — 16517 —— 80,599 13,543 

Penn.-N.J.-Delmarva Ed. .. Sa 95.5 — 14,971 74,880 —— 12,191 ——— 
§Weekly Star Farmer: (w) 

Kansas Edition ........ 27.5 21.5 167.6 147.5 67,805 52,935 413,023 363,508 50,180 36,988 

Missouri Edition ........ 28.1 23.1 4173.8 154.8 69,348 56,998 428,350 381,460 48,585 37,902 

Okla.-Ark. Edition ...... 24.0 202 147.3 136.0 59,190 49,902 363,079 334,876 44,023 36.220 

Average 3 Editions ..... 265 216 162.9 146.1 65,447 53,278 401,484 359,948 47,572 37,037 
Southern Planter (mon) .... 15.8 141 £230.11 257.4 11,086 9,858 161,193 180,231 10,689 9,444 
Successful Farming (mon) .. 80.1 63.4 800.7 913.2 36,031 28,537 360,319 410,957 35,511 27,919 
Tennessee Farmer & 

Homemaker (mon) ...... 13.4 112 1618 #41514 10,473 8,645 126,873 118,175 8620 7,330 
Texas Ranch & Farm (mon) 7.1 76 1395 150.2 7,084 7,644 139,524 150,179 5,852 7,476 
Wallaces’ Farmer (sm) 73.1 65.6 995.8 1,000.4 57,281 51,469 780,727 784,402 48,328 43,302 
Western Farm Life: (sm) 

H#Regular Edition ...... 21.0 266 305.3 305.2 16,480 20,904 239,417 239,345 10,285 17,417 

Colorado Edition ...... 30.8 35.1 412.1 396.5 24,204 27,572 323,139 310,887 16,724 22,574 

Average 2 Editions ...... 25.9 30.9 358.7 350.9 20,342 24,238 281,278 275,166 504 19,995 
Wisconsin Agriculturist & 

Farmer (sm) .......... 56.2 51.0 719.0 704.0 44,071 40,008 563,734 552,029 42,172 38,824 
|||Wyoming Stockman- 

Farmer (mon) .......... 41.1 38.1 399.2 389.5 31,066 28,775 308,066 298,173 26,418 24,576 
Wyoming Stockman-Farmer (mon) 41.9 41.0 441.1 433.7 31,682 30,422 339,748 327,600 25,757 24,419 


Total Group 1,109.0 1,105.5 14,746.8 15,533.5 749,634 747,120 11,046,333 10,424,431 652,956 653,256 
§ Not included in totals; figures shown are for October issues as November figures were not available as this issue went to 
press. # Not included in totals. ¢ Published quarterly in March, June, September and December; cumulative figures shown 
are for March, June and September issues. t Became a monthly with the April 1958 issue. * Four issues in October 1958; 
two issues in October 1957. ||| October figures are not included in totals. October figures were not available when the 
October 27 issue of AA went to press. 


Farm Organizations & Education 
Agricultural Leaders’ 


Digest (mon) .......... 136 128 1118 £1263 5832 5,508 47,998 55.299 5,832 5,508 
Better Farming Methods (mon) 37.5 36.8 315.3 365.1 16,103 15,789 135,243 156,621 15,531 15,646 
California Farm Bureau 

Monthly (mon) ........ 11.2 #119 144.7 146.1 8,460 9,009 109,260 110,363 8,036 8,589 
Cooperative Digest (mon) 16.7 16.5 78.0 78.6 4,000 6,930 33,290 39,072 7,000 6,930 
County Agent & Vo-Ag 

Teacher (mon) .......... 28.5 195 2965 2846 12,211 8,325 127,455 121,794 12,211 8,325 
Michigan Farm News (mon) . 16 18 27.9 23.2 3,619 4,331 65,914 54,939 3,115 3,787 
Missouri Farmer (mon) .... 104 118 41500 1242 4,384 4959 62,962 75,401 3,567 4,215 
National 4-H News (mon) .. 16.3 168 1959 210.0 6,839 7,068 82,286 88,248 6,839 7,068 
Nation's Agriculture (mon) .. 10.2 78 90.6 74.5 4,589 3,530 40,768 33,517 ae 
Ohio Farm Bureau News (mon) 9.3 92 1180 1214 4,197 4,153 53,112 54,739 — 
§Washington Grange News: (sm) 

East Edition ........... 15.1 9.3 28.8 22.8 16,398 10,115 31,308 24,808 16,174 9,828 

West Edition .......... 13.2 6.78 26.2 20.5 14,340 6.477 28,340 22,302 14,116 8,190 

Average 2 Editions ...... 14.1 8.5 27.4 21.6 15,369 9,296 29,824 22,555 15,145 9,009 

Total Group ............ 155.3 1449 [4267 T5540 70,234 G02 758288 789,950 E2131 &, 

§ Not included im totals; figures shown are for October issues as November figures were not available as this issue went 
to press. Commenced publishing sectional editions with the September 1958 issue. 


Poultry, C 


7—Total Advertising, in Pages——. ————Tota! Advertising, in Lines, 


Nov. 
1958 
Dairy & Livestock 
tBreeder’s Gazette (mon) .. 13.0 
The Cattleman (mon) ...... .6 
§Corn Belt Farm Dailies: (d) 
Chicago Daily Drovers Jrni. 47.0 
Kansas City Daily 
Drovers Telegram ....... 54.3 
Omaha Daily Journal-Stockman 56.5 
St. Louis Daily 
Livestock Reporter ...... 29.9 
§Dairymen’s League News (bw) 38.3 
Florida Cattleman (mon) 59.6 
Hoard’s Dairyman (sm) .... 49.6 
tLivestock Breeder Journal . . 66.5 
National Hog Farmer (mon) 148 
National Live Stock 
Producer (mon) ........ 14.3 
Western Dairy Journal (mon) 30.5 
Western Livestock Journal: (mon) 
Mts. & Plains Edition .... 69.4 
Pacific Slope Edition .... 64.7 
Western Livestock Reporter (w) 55.2 
\ 2 ae 527.2 


Nov. Jan.-Nov. Jan.-Nov. 
1957 


Nov. Nov. 


dan.-Nov. 


Jan. -Nov. 


Commercial Dis- 

play Excluding 

assified 

and Livestock, 
in Lines 


1958 1957 1958 1957 1958 1957 


1957 1958 

129 1646 1629 5,578 5,810 
84.4 893.3 891.0 37,632 34,410 
50.5 350.7 404.1 100,056 107,528 
55.3 353.1 386.1 115,649 117,782 
49.5 388.0 426.5 120,149 105,396 
30.3 254.4 285.4 63,710 64,621 
34.8 165.4 162.5 28,005 25,358 
74.1 710.5 741.8 25,058 31,121 
458 636.8 601.2 41,593 33,325 
— 786.6 — 27,944 

9.0 132.6 75.5 15,022 9,135 
12.9 1569 150.9 10,433 9,384 
27.7 423.2 386.5 13,069 11,880 
448 600.5 487.2 29,801 19,201 
64.0 1,034.8 988.6 27,742 27,475 
50.4 523.2 410.4 62,066 55,930 
426.0 6,063.0 4,896.0 295,938 


73,292 
372,011 


821,772 
907,533 


607,360 
118,323 
311,590 
437,661 


76,563 


109,870 
165,859 


209,057 
424,220 
339,528 


143,644 120,239 


t Changed from a 450-line page to a 429-line page in February 1958. § Not included in totals; figures shown are for 
October issues as November figures were not available as this issue went to press. ¢ Formed by merger in December of 
the Breeder-Stockman and Southern, Livestock Journal; beginning with the July issue the eastern and southern sections 


were consolidated into one edition. 


Farm Linage Trend Figures in thousands 


1958 
NOV.| 750 | 


oct.| 791 | 
1957 


77 


GENERAL FARM PUBLICATIONS 


Pe <r Nenana Pi 


FARM ORGANIZATION & EDUCATION 


1958 


1957 


Nov. 
ocr 


DAIRY & LIVESTOCK 
1958 


nov [395 


1957 
'NOV. PAE 


Poultry 
tAmerican Poultry Journal: (mon) 


POULTRY 
1958 


NOV. 
ocr. [80] 


1957 


NOV. BZ) 


FRUIT & VEGETABLE 
1958 


9,236 
9,655 


16,119 


15,996 
31,780 
21,511 19,424 
31,690 
22,644 
20,180 


17,260 
18,591 


Egg Producer Eastern Ed. 21.5 
Egg Producer Midwest Ed. 22.5 
Ege Producer Southern Ed. 24.9 
Egg Producer Pacific Ed. 23.6 
t#Broiler Producer Edition 10.9 
titTurkey Producer Edition 8.6 
Average 6 Editions (or 4) 18.7 
Broiler Growing (mon) .... 37.6 
Everybodys Poultry 
Magazine (mon) ........ 37.3 
§Georgia Poultry Times (w) 29.4 
§{The Poultryman: (w) 
National Edition ........ 19.8 
New Jersey Edition ...... 33.8 
New England Edition ..... 25.4 
i... ae 20.1 
Poultry Tribune: (mon) 
#Eastern Edition ....... 43.4 
Midwestern Edition .... 41.4 
Pacific Edition ........ 45.9 
Southeast Edition ...... 46.0 
Southwest Edition 43.6 
Average 5 Editions ...... 44.0 
Turkey World (mon) ....... 49.6 
 . aa 187.2 


shown are for October issues as November figures were not available as this issue went to press. ¢ Five issues in 


1958; four issues in October 1957. 


Fruit & Vegetable 


American Fruit Grower (mon) 18.8 
American Vegetable Grower (mon) 24.2 
California Citrograph (mon) . 24.0 
Florida Grower & Rancher (mon) 29.6 
tVegetable Growers 


Messenger (bm) ........ 16.3 
Western Fruit Grower (mon) 18.1 
BE 955.6 500d%0 v0 131.0 


27.4 261.4 310.9 
29.9 269.5 315.5 
29.3 276.5 319.5 
26.4 263.6 307.7 
_ 36.0 — 
—_ 37.2 — 
28.2 63.0 313.2 

35.0 389.8 417.1 
31.4 3265 311.9 
25.4 295.7 259.2 
17.9 157.7 179.8 
29.2 270.2 322.9 
20.9 1923 220.5 
186 163.7 186.1 
40.2 4065 422.6 
43.3 394.5 422.3 
47.2 468.5 477.2 
46.6 444.9 463.1 
42.8 408.7 428.4 
44.0 424.6 442.7 
38.2 499.1 540.1 
176.8 1,703.0 2,025.0 


14.2 331.9 298.8 
1449 301.2 265.4 
24.0 233.0 249.7 
35.9 306.5 315.0 
12.3 38.4 32.4 
21.0 310.0 307.4 
1223 15210 14687 


8,129 6,138 
10,448 6,446 
15,890 16,100 
20,175 24,458 

6,826 5,166 

7,602 8,820 
69,070 67,128 


t Published bi-monthly; figures shown are for combined October-November issue. 


27,005 
167,219 


140,043 
315,630 


171,138 
293,161 


143,390 
130,501 
157,094 
212,273 


16,128 
126,840 
786,226 


CAN 


1958 


oct. 


133,461 
135,321 
137,044 
132,148 


133,972 
178,954 


133,827 
276,332 


195,056 
350,452 
239,281 
201,875 


181,288 


-—Total Advertising, in Pages. ————Total Advertising, in Lines——, 


Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. 


1958 1957 1958 1957 1958 1957 


Canadian (October) 

Country Guide (mon) ...... 32.6 32.7 322.7 323.9 23,502 23,582 
Family Herald (w) ....... 108.1 103.0 768.5 749.9 105,415 100,430 
Farmer’s Advocate & 

Canadian Countryman (sm) 47.6 45.2 435.8 435.5 33,332 31,674 
Free Press Prairie Farmer (w) 113.0 114.1 944.6 983.0 118,682 119,852 
Le Bulletin des 

Agriculteurs (mon) ...... 64.0 56.3 479.7 585.2 44,836 39,422 
Western Producer (w) ...... 63.2 59.7 572.2 522.9 67,628 63,848 

Total Group ............ 428.5 “411.0 35235 


Oct.  Jan.-Oct. Jan.-Oct. Oct. 


ADIAN 


5,450 8,823 
6,187 10,298 
6,336 9,632 
6,106 8,535 
4,358 
3,354 
5,298 9,437 
13,259 12,392 
9,013 7,415 
28,930 23,898 
9,224 10,538 
17,604 18,359 
12,429 12,078 
9,224 10,958 
12,596 12,121 
12.891 14,144 
12,003 13,717 
13,177 14,138 
12,516 13,451 
12,637 13,514 
12,762 8,059 
52,969 50,817 
n totals; figures 
October 


7,854 5,832 
10,252 6,356 
15,610 15,820 
19,103 22,568 
6,714 5,124 
7,602 _ 8,820 
67,135 64,520 


1958 1957 1958 8=—- 1957 


232,359 
749,294 


233,215 
731,197 


304,816 


991,880 1,032,147 


376,122 
612,296 


409.090 
559,542 


42,609 41,013 
27451 2018 


f == as pth % ae oa ‘ a eat = ait | a 2 fs ae : ee f i SR Se 2 Be, ‘ et oe : 
e a ee 
sf | 
oe a GE Nov. Now. 
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rs 374,978 | 12,887 15,351 
ps 746,424 859,945 55,354 59,920 
< 745,473 69,685 73,099 
ae 825,661 | | 67,688 60,534 
se 541,334 39,348 40,706 
pr 120,556 27,357 24,841 
ee 298,318 12,040 11,914 
a: 463,574 36,110 27,946 
— aan 60 an 
ae 134,557 MMM 14215 68,370- 
bi 114,253 10,296 8,897 
ee istise MMMM loses Goss 
Wee 
a. 257,687 8,208 5,859 
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©) NEN BEAUTY ALD 


se FOR SOFT, MANAGEABLE 
AND GLORIOUS HAIR 


Easy to Use... Easy to Carry... 


* 
HAIR Ciel 
a new, greaseless, lanolin 


and protein-rich hair dressing that is 
completely absorbed by the hair. 


M . COMB. ..a comb designed with 


contour teeth to style waves and curls, 


With Hair Control and Nu-Comb you 
create and maintain exactly the 

hair style you prefer. You will 

find Hair Control gives you perfect, 
all-day manageability. You will see 
dull, dry hair revitalized. Your hair 
becomes soft...natural with a glorious 


lasting sheen. aes a4 


la need never touch 
a \ ur hands. Apply 
. ee ightly across your 


.° 25 \ ( AU-COMB... then 


rus Tax stroke it in... 
it takes only seconds 


STORE NAME 


TWO BEAUTIFUL—Co-op newspaper 
ads are being used in seven cities 
to promote Hair Control hair dress- 
ing, made by Duon Inc., Coral 
Gables, Fla., and Nu-Comb wom- 
en’s combs, made by Car-Bal En- 
terprises, Milwaukee. The tie-in 
campaign is being handled by Rob- 
ert M. Peterson & Associates, Mil- 
waukee. 


This Campaign May 
Get in Your Hair 


MILWAUKEE, Nov. 19—A maker 
of hair dressing and a comb manu- 
facturer have begun a tie-in offer 
in an ad campaign in seven mar- 
kets. 

Robert M. Peterson & Associ- 
ates, Milwaukee, is handling the 
offer campaign for both companies 
—Duon Inc., Coral Gables, Fla., 
which makes Hair Control hair 
dressing, and Car-Bal Enterprises, 
Milwaukee, which makes Nu-Comb 
women’s combs. 

The two products are being of- 
fered in combination for $1.25 or 
$2.98 in Milwaukee, Grand Rapids, 
Detroit, Indianapolis, Chicago, 
Phoenix and Miami. Most of the 
advertising is co-op newspaper 
space. Distributor catalog sheets 
and point of purchase material are 
also being used. 

Promotion is scheduled to begin 
in other cities by the end of the 
year, including Omaha, Des 
Moines, Kansas City, St. Louis and 
Denver. + 


Harold Siese] Adds 2 

Richardson Bros. Co., manufac- 
turer of dining room furniture, and 
Nemschoff Chairs Inc., manufac- 
turer of upholstered furniture, 
both of Sheboygan Falls, Wis., 
have appointed Harold J. Siesel 
Co., New York, to handle adver- 
tising and publicity. The two man- 
ufacturers recently formed an 
alliance for displaying and mer- 
chandising their correlated uphol- 
stery and case goods lines together. 
Initial advertising will be a joint 
program promoting the Richard- 
son-Nemschoff “Peabody collec- 
tion” designed by Lawrence Pea- 
body, Boston. 


Advertising Age, November 24, 1958 


| Form Product Counselors 


Product Counselors has been 
formed with offices at 145 E. 57th 
St., New York. The company aims 
to create and develop new selling 
features for existing products. 
Jack S. Wachtel, former merchan- 
dising manager of Calvert Distill- 
ers and currently head of the Mar- 
| keters Inc., is president. Associated 


™) | with him are industrial designers 


Art Brenner and Harry Dearling. 


Puck Enters Production 


Larry Puck, who was an Arthur 
Godfrey producer for many years, 
has set up a talent and production 
company, HFH Enterprises, New 
York. The company, which will 
represent performing and produc- 
tion talent and package tv, theatri- 
cal and industrial shows, will op- 
erate as a subsidiary of Hunn, 
Fritz & Henkin Productions, a pro- 
ducer of industrial shows. 


LOW-COST 


OUTDOOR ADVERTISING 
JUNIOR PANELS 


WRITE OR CALL... 


less than .05¢ for every 
thousand impressions 


NATIONAL COVERAGE 
130 UNION ST. 8600 EAST 77th ST. I 
SPRINGFIELD, MASS.| KANSAS CITY, MO. 


eeereeveveveeveeeeeeeeeeeeeeeseeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeseeeeeeeeseeeeeeeeeeeeeeeeeeeeeeeeeeeees 


What does a 


Corporation President do 


when the sales curve begins to slide? 


Far seeing presidents often can take steps a year 
or more before a sales slump starts. 


This takes some doing, but it is often possible to 
avoid sales declines, even in periods of recession. 


| 
| 


Vv 


Geoffrey Wade 
Advertising 
ds 


We cite as proof the 17 clients our agency serves. 


Without a single exception, their sales and profits 
have shown steady upward trends through the 
years that we have handled their advertising. 


Vv 


... Specialists in Increasing Sales and Reducing Unit Sales Costs 


CHICAGO 6—20 North Wacker Drive—STate 2-7369 
NEW YORK 17—6 East 45th Street—OXford 7-9261 
HOLLYWOOD 28—6381 Hollywood Boulevard—HOllywood 4-7457 


These 17 companies all possess these basic requi- 
sites for success: 


1. Astute managements. 

2. Superior products, and services. 

3. Sound strategic advertising plans—which 
are the end result of close collaboration 
between their company managements and 
WADE ADVERTISING account teams, 
which live with their problems—in every 
phase of these 17 businesses. 

Our agency conducts continuous research for these 
clients which pin-points shifts in marketing trends 
at their inception. 


If your company has a tough marketing problem, we will be glad 
to discuss with you—with no obligation of course—some of the 
unusual methods which have helped our 17 clients score sales 
gains in boom periods and recessions. 


FOUNDED 1909 


ALBERT G. WADE, President 


1909-1932 

WALTER A. WADE, Presi- 
Gent 1932-1951 

GEOFFREY WADE, President 
since 1951 
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Success is a lonely road. But here and 
there, someone ambitious is eager to pay the 
price in extra hours of study and work. 


Like the man above. He’s mailing a coupon 
to International Correspondence Schools. 


This largest educational institute in the 
world has served more than six and a half 
million students. Many are now leaders in 


N. W. AYER & SON, INC. Philcdelphic - New York + Chicago 


their fields. About half of these millions en- 
rolled with I.C.S. after first answering a cou- 
poned advertisement. 


It takes a really good sales idea to produce 
business like that! 


For three. generations, I.C.S. and Ayer 
have co-operated in one of the most successful 
coupon campaigns of all time. 


¢ Detroit » San Francisco + Hollywood + Boston + Honolulu 
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Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Feature Section 


Woolf Says Aim at the Real Prospects 


Eftects of Retail Mergers: Weiss 


The Most Difficult Skill: Laughter 
Louis XVI Gets Two Plays 


Salesense in Advertising ... 


Draw a Bead on Your Real Prospects 


By. James D. Woolf 
Creative Consultant 


It has always been my belief that the 
most effective advertising appeals are 
those which are selective. 

If the product I want to sell is, say, a 
saddle, my ad includes a picture of a 
saddle. Or of a man 
astride a horse. I don’t 
use a picture of a billy 
goat, or a bathing beau- 
ty, or of a puling in- 
fant. 

I figure that maybe 
only 5% of the people 
who see my ad are in- 
terested in saddles and 
are likely to buy one. 
The other 95% may go 
in for parakeets or Doberman pinschers, 
but horses and saddles aren’t their dish. 
So I draw a bead on the horsey 5%. 
They’re the guys I’m after. 


James D. Woolf 


s What makes me so sure I’m right? I’ve 
learned it through a very considerable 
amount of mail order experience, some 
of it costly. I’ve never written an ad that 
paid off unless it was selective. 

Now let’s consider cigars. I don’t have 
any statistics, but at a guess I’d say that 


not over 15% of Life’s readers smoke ’em. 
That’s why, in my opinion, the bleed 
Life page, shown here, is a mistake. When 
I first saw it I mistook it for an ad pro- 
moting Tinker Toys. 

My wife says the picture is cute, but 
then she doesn’t smoke cigars. + 
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Mr. Woolf’s articles are available in a handsomely-bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 


Chicago 11, IU., for “Salesense in Advertising, 


available on five days’ approval. 


Looking at Radio and Television ... 


The Sound of Weary Laughter 


By the Eye and Ear Man 


This is the year of the comebacks. The 
void last year, when few comics were left 
on a regular basis, has been feebly filled. 
Notable in their effort to evoke laughter 
have been Jackie Gleason and Milton 
Berle, both giants in their top ten days. 

The boys have come and gone and have 


now settled down to a regular routine. The 
results have been crushingly disappoint- 
ing. 

It has long been known that people 
liked Berle or Gleason fanatically or dis- 
liked them—especially Berle—with an 


equal fervor. There has been, however, a 
curiosity about them that transcended this 
emotion. 

To get to the core of the problem, they 
both seem old hat. There is something his- 
torical about them, as though they came 
out of a tv wax museum. The viewer shud- 
ders as he witnesses antics that seemed 
hilarious years ago. 


= Of course, one of the problems is the 
half-hour. Both comics formerly thrived 
on the leisure of developing an audience 
rapport that comes only in hour shows. 
The half-hour only serves as an adequate 
warm-up. Even the old burlesque routines 
never seem to get going. There is a lot to 
be said for the infrequent appearances of 
Bob Hope and Jerry Lewis. 

Berle and Gleason will be on for at least 
26 weeks, no matter what happens. This 
year’s try must be regarded as a noble ex- 
periment that has failed and it must be 
hoped the boys will be back next season 
with less frequency and better material in 
hour shows. : 

If ever it was clearly demonstrated that 
the most difficult skill in show business is 


to make people laugh, this season has done 
it. Perhaps the skill is even greater when 
laughs must be evoked in a living room 
with only one or two people to respond. 


s It has been traditional in show business 
that no one laughs at jokes in rehearsal or 
in a projection room where a handful of 
people are watching a laugh movie. It 
takes a crowded movie house or theater to 
engender the hilarity and response come- 
dians require. 

Since there must always be comedy in 
tv to match the adventure and drama, 
ways must be found to encourage young 
comics and particularly writers. 

Phil Silvers succeeded because of a 
writer named Nat Hiken. Lots of young 
writers are now seeking experience—-but 
where? Nightclubs are skimpy sources, ra- 
dio is drying up, local tv is pathetic, the 
theater is too tough to crack, so where do 
they go to write? 

The answer is nowhere. The ultimate 
answer must be in a subsidized circuit of 
drama or traveling companies that either 
an association of performers or the gov- 
ernment underwrites. American National 


Theater & Academy could do it or, the 
USO with its wide use of entertainers. But 
someone must bring along the young ones 
if America is to preserve its laughter. 

As for television, it remains for the oc- 
casional hour of Desi-Lucy, Hope, Jerry 
Lewis, and the other top stars, with the 
luxury of months to prepare adequately 
for the ordeal of supporting an hour with 
good material that is polished and provoc- 
ative. 


= The weekly appearance of comedians, 
even in a good situation comedy format, 
seems doomed. The rotating comics and 
the avoidance of the contempt that comes 
from familiarity is inevitable. 

More and more of the old Pat Weaver 
philosophy that set early tv patterns seems 
valid—rotating comics, spectaculars, and 
participating sponsors. It is only fair to 
honor a prophet and the patterns of the old 
“dreamer” seem to be evolving by popular 
demand, 

Let us preserve laughter, by all means, 
but let’s not run it into the ground with 
weekly half-hours in which the comics 
wear out their welcome. # 


KEN REED DYKE—who headed adver- 
tising for Colgate-Palmolive-Peet and 
Johns-Manville, sales promotion for Na- 
tional Broadcasting and public relations 
for Young & Rubicam, and on the side 
rose from a “busted” sergeant in World 
War I to a brigadier general and General 
MacArthur’s information chief in Tokyo 
after V-J day? 

Manhattan-born, greying Ken Dyke, 
now 61, whose fellow workers at NBC 
once sized him up as one who placed more 
importance on getting things done than 

a how you did it, was 
ns a freshman at the Uni- 
a versity of Pittsburgh 

; + when he enlisted in 
World War I. After ac- 
tion in the Argonne 
and at Verdun, and 
during a hitch with the 
occupation forces, he 
went from sergeant to 
private following “a 
slight matter of 
AWOL.” But it didn’t stop him, either in 
the Army or out of it. 


Ken R. Dyke 


® His first job back home was at U. S. 
Rubber Co.’s laboratories, where some- 
one discovered he could write, and soon 
he was handling U. S. Rubber’s mechani- 
cal goods advertising. Some years later 
he became director of advertising, and 
subsequently vp, of Johns-Manville, 1928- 
33, took a similar post at Colgate, 1933-36, 
and was at NBC as eastern sales manager, 
1937-38, and director of sales promotion 


What They're Doing Today 


WHAT'S BECOME OF ... 


and research, 1938-41, when the war came. 
Mr. Dyke had trained as an Army re- 
serve officer in the ’20s, but he found it 
hard getting back to active duty. Turned 
down eight times on his eyesight, he fi- 
nally obtained a waiver. He was commis- 
sioned a major in 1943 and shipped out 
for 33 months. He rose to brigadier gen- 
eral by 1945 and when the Japanese sur- 
rendered that fall, General MacArthur 
made him his chief of civil information 
and education section, GHQ Supreme 
Commander, Allied Powers, Tokyo. 


® In that post, he directed establishment 
of a free press and radio, the latter com- 
plete with such American touches as man- 
on-the-street interviews. “At first the 
Japanese were very chary,” Mr. Dyke lat- 
er recalled. “After all, they were used to 
having ‘thought police’ at their elbows 
ready to arrest them for having ideas of 
their own.” A year later, he returned, 
wearing the Distinguished Service Medal, 
Legion of Merit and starred campaign 
ribbons, to become vp of public relations, 
and subsequently assistant to the presi- 
dent and director of U. S. branch office 
operations for Y&R. 


s He retired last year to become a con- 
sultant and to relax, paint and resume 
his prewar travels which, between jobs, 
once took him to the Orient, Tibet, Khy- 
ber Pass and civil war Spain. He has a 
ten-year consultancy contract with Y&R 
and last May was appointed consultant to 
the Voice of America. # 
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Employe Communications... 


Trends in Reporting to Employes 


By Robert Newcomb and Marg Sammons ments of concealment.” 


(Mr. and Mrs. Newcomb conduct 
their own organization in employe 
relations.) 

Each year for the past five years the 
editors of this department, through the 
sponsorship of their management report, 
“The Score,” have conducted a contest 
to determine the best annual reports for 
employes in this country and Canada. 
Five judges, all appraising entries inde- 
pendently of one another, pick the win- 
ners. As many in the field of communica- 
tion already know, Pitney-Bowes won 
first place in the contest just closed. (For 
the curious: Shell Oil was second; Good- 
year third; Bank of America and Her- 
cules Powder fourth; State Farm Insur- 
ance Cos. fifth, and Owens-Corning 
Fiberglas was sixth.) 

After the noses have all been counted, 
it is possible to sit back and study the 
pattern that emerges in this, probably 
the newest phase of employe communi- 
cation. What is new in the field of the 
employe annual report? The answer: 
Plenty. 


s In spite of the recession, few com- 
panies abandoned the practice of report- 
ing to employes. They reported perhaps in 
less elaborate form (thereby demonstrat- 
ing excellent judgment). They showed an 
increasing disposition to get away from 
the accounting mumbo-jumbo which—to 
many employes—characterizes the stock- 
holder report. They evidenced a desire to 
make the report understandable to em- 
ployes; in the past too many companies 
seemed guilty of issuing what one judge 
a few years ago described as “docu- 


To communications people it is proba- 
bly significant that the two top scorers— 
Pitney-Bowes and Shell—practice multi- 
ple device reporting. In short, they do not 
limit their report to a single, one-shot 
issue; they utilize meetings, pamphlets 
and reports on an almost around-the-cal- 
endar basis. The employe magazine, the 
management newsletter, the bulletin 
boards, the supervisory meeting—these 
are all channels of communication, and 
all are used to tell the running story of 
the company’s progress. 

Are there weaknesses in annual report- 
ing to employes? The judges think so. 
Too much paternalism is still evident; 
text tends to be too patronizing. There is 
still a reluctance to discuss profits openly 
(some reports don’t even use the word). 
Authors of reports sometimes make the 
error of oversimplifying their material, 
which may annoy or confuse, or both. 


s Actually no one knows how many an- 
nual reports to employes are published— 
there is no record. There are, however, 
probably several hundred issued each 
year, and the number appears to be in- 
creasing. 

A cross-section check of employe re- 
port authors reveals that reports are gen- 
erally committee projects, with a half 
dozen or so people (in the larger con- 
cerns) having a hand in their prepara- 
tion. Editors have learned through pain- 
ful experience that it isn’t wise to wait 
until a month before publication to pre- 
pare the report—several say that they 
start the file on the report material eight 
to ten months ahead of publication. + 


On the Merchandising Front... 


Retail Mergers Play Havoc with 
Brand Distribution 


By E. B. Weiss 


The pace of retail mergers contin- 
ues to accelerate. And, as I forecast rather 
recently, the retail merger is tending to 
follow a new pattern involving affili- 
ations between retail organizations of 
different types; merg- 
ers between depart- 
ment store groups and 
variety chain groups 
are now in the discus- 
sion stage. (Out on 
the West Coast, a de- 
partment store has 
bought into a ma- 
jor western discount 
house.) 

It is now becoming 
painfully apparent to some brand manu- 
facturers that these mergers, affiliations, 
control through stock ownership or hold- 
ing company devices, etc., cam have, as 
one end result, quite an impact on the 
established distribution of a brand. In 
several instances, some recent retail merg- 
ers (to use the term loosely) have played 
havoc with the distribution of a brand. 


E. B. Weiss 


® Acase in point is involved in what was, 
at the time of writing (the latter part of 
October), the “proposed merger” between 
the Hecht Co. and the May Co. These two 
great retail organizations had by no means 
favored the same brands, or even had the 
same success with similar merchandise 
classifications. Naturally, to achieve the 
economy and volume potentials inherent 
in the merger, one of the major moves 
will be to utilize the resource strengths of 
each of the two organizations. 


Where a store has done an outstanding 
job with a brand—that is, obviously, a 
store’s strength. This is a positive asset, 
with specific dollar value. A major re- 
source is as important to a store as vice 
versa. 


s Naturally, in this merger between 
Hecht and May, there will be a broad 
policy of bringing to both stores the most 
successful brand operations of each. This 
will mean that some brands will get still 
more promotional exploitation as a direct 
consequence of the affiliation. It also 
means that many brands will either be 
played down, or discarded entirely. 

As I am writing this, scores—more 
likely hundreds—of May and Hecht re- 
sources, some of many years’ standing, 
are wondering (and have plenty of reason 
to wonder) how they will fare once the 
merger becomes effective. And I know of 
several instances in which resources are 
compiling awesome statistical presenta- 
tions (and also developing new merchan- 
dising-promotional programs, including 
more liberal allowances) in order to win 
a competitive advantage under the new 
setup. That, of course, is just good, plain 
business common sense. 

My point is that this violent wrenching 
of long-established major-account rela- 
tionships induced by retail mergers will 
become still more common in the near- 
term future. And not only still more 
common, but still more violent. 


® These threats to established distribu- 
tion of brands will become more common 
for the very simple reason that retail 
mergers will multiply; and they will mul- 
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The Creative Man‘s Corner... 
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WR eutemetive engineers are calling “Engine Renita.” 


using today’s best gasolines. 


in the attic. We loosened our belt. 


Rumbling Along 


8 ai 


Cities Service First to Announce 


ANTI-RUMBLE 
GASOLENE! 


Finds both cause and solution 
of the newest problem and biggest mystery 
confronting motorists! 


New Anti-Rumble = 


Well, kids, frankly, we thought it was the beer and sauerkraut we had. 
But, according to Cities Service, it wasn’t at all. It was a new mysterious phe- 
nomenon afflicting the engines of some of the highest powered ’57 and ’58 cars 


It was like this. We had just filled up the tank after taking on the chow and 
suds we have already mentioned. So off we pull. We’re going down the high- 
way, about 50, when we hear it. Sort of like somebody moving a trunk around 


Well, everything went fine for a while. Then, just as we pull over the top of 
a very modest incline—here it comes again. This time it sounded like the bath- 
tub when you’re emptying it, y’know, and the drain really needs a little rout- 
ing out. This time we unbuckle the belt and just let the two ends hang. 


Everything’s fine for a couple of miles. Then: You ever hear the Gutzon 
Borglum story? Sounded exactly like that. Gutzon Borglum. We pulled over to 
the side of the road and got out of the car fast. We were really scared—like we 
had just gone through the last scene in the late, late show. 


Then we remember this ad. What relief! So we get back into the car, a little 
gingerly we got to admit, and set off for the nearest Cities Service station. And 
then it happens. Just like Lionel Barrymore—rich, full, real deep. That’s what 
it was all the time! Just like the ad says—gas rumble. Must have come from 
reading this ad. Beer and sauerkraut never affected us that way before. # 


oh 


aided to the five ether top pertormence 
features tound only in Cities Service Gasalenes, + 


tiply faster and faster. It is a safe predic- 
tion that in 1959 the gross volume total 
involved in retail mergers will be from 
25% to 50% larger than in 1958—and 
1958 was unquestionably the biggest year 
for mergers in modern retail history. 
There is little question that 1960 will see 
still greater retail mergers than 1959. 
Moreover, the threat to present distri- 
bution of many brands will become more 
violent because mergers will—as I have 
remarked both earlier in this column and 
in previous columns—involve giant retail 
organizations of different types. Now it 
so happens that most of these giant or- 
ganizations carry much the same mer- 
chandise classifications; the food chain, 
the drug chain, the variety chain, for 
example, almost duplicate each other in 
merchandise categories inventoried. Nat- 
urally, when a food super chain and a 


drug chain, or a drug chain and a variety 
chain (or whatever other combination 
one may dream up) come together in a 
merger, there will be a wholesale shift- 
ing of brands. 


= This is not a pleasant outlook for the 
weaker advertised brands in particular. 
It is not a pleasant outlook for these 
brands because: 

1. These new giant retail organizations 
will be so enormous that they will be 
able to make their own brand decisions 
in the majority of instances. In other 
words, they will be “bigger” in shopper 
influence than many, if not most, brands. 

2. The more enormous these retail or- 
ganizations become, the more they will 
turn to their own controlled brands. And 
it should be noted by manufacturers of 
branded merchandise that our biggest re- 
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Walter H. Annenberg, President, 
Triangle Publications, Inc. 

calls your attention 

to the growth situation 

of Triangle’s newest subsidiary 


The Philadelphia 
Daily News, 

an afternoon 
newspaper, 
proudly announces 
the largest 
circulation 

in its history! 


(First full month of 
new management) 


JANUARY AUGUST SEPTEMBER OCTOBER 
1958 1958 1958 1958 
159,874* 200,770* 217,296" 220,601* 


*Estimates to Philadelphia Merchants Association 


and advertising, too, is increasing month by month 


—— — 


PHILADELPHIA DAILY 


| Se ee 


Look at the growth that has been accom- 
plished without a single contest or cash 
promotion (although we have nothing 
against these devices, as such). Daily 
News’ new management has long pub- 
lishing experience . . . backed by keen 
insight into Philadelphia’s hearts and 
minds. Pictorial treatments, streamlined 


news coverage, feature-studded pages 
and tabloid brevity are tailored to the 
tempo of today. The vital result? More 
people than ever are turning to the Daily 
News. And the Daily News is producing 
sales for advertisers in every category. 
Grow along with us . . . schedule the 
Philadelphia Daily News. 
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tail giants—Sears, Ward, Penney, A & P— 
all have powerfui controlled brands. This 
isn't either accidental or a coincidence. 
Too few manufacturers of nationally ad- 
vertised brands comprehend that Sears 
does probably 90% of its gigantic volume 
on its own (powerfully advertised) 
brands. Penney does a tremendous own- 
brand job. And the A&P is constantly in- 
creasing its percentage done with its own 
brands. And retailing is just beginning to 
become giant business! 

3. More and more, retail net profit will 
come from other than the strictly mer- 
chandising operation. This is a frightening 
thought; but it is completely true. Giant 
retail organizations will obtain an ever- 
growing percentage of their total net 
profit from corporate developments, from 
taxless developments, from real estate— 
as differentiated from merchandising. 
Naturally, that will make them even less 


dependent on most brands. 

So for these and other reasons it be- 
hooves manufacturers to start very 
promptly to do a real job of brand de- 
velopment. We have too few truly pre- 
sold brands in the real meaning of that 
much-abused term, and large retailers 
are not exactly blind to the abuse of the 
term! Giant retailing demands that man- 
ufacturers have more and more strongly 
pre-sold brands, because this will become 
the only real ace for most manufacturers— 
especially since competing merchandise is 
so similar in construction, in packaging, 
in price, etc. 

And while a merchandising man may 
not be expected to say this, I firmly be- 
lieve that brands are pre-sold most 
strongly by more and more brilliant ad- 
vertising; not by reliance on so-called 
merchandising. If that is heresy, then I 
am a heretic. # 


From an Art Director's Viewpoint... 


See You at the Guillotine 


By Andy Armstrong 


Today we have a double bill of 18th 
century costume draymuhs, fraught with 
historical, social, political and economic 
overtones. Worse than that, they raise an 
old question about artwork, and supply 
a subject for this col- 
umn. 

That old question is: 
“Should the main il- 
lustration be a drawing 
or a photograph?” This, 
generally, comes up 
early in the planning of 
an ad. Also generally, 
it hinges on the an- 
swers to eight other 
questions, asked in any 


Andy Armstrong 


order you like: 

Reproduction. What sort of art can the 
publication handle successfully? 

Availability. Who can we get to do it? 

Speed. Can we wait for a drawing or 
painting, or must we get a photo over- 
night? 

Precedent. What have we used in the 
other ads of the series? 

Competition. What are rival advertisers 
doing? 

Possibility. Can this picture be done 
with a camera? 

Popularity. Does the boss like photog- 
raphy, or does he have a pet illustrator? 

Skill. Can the art director indicate a 
photograph in his rough layout, or does 
he always fall into cartoon? 


® Now these considerations leave out two 


others much more important, often not 
raised at all. The first involves concept, 


the 


What wae 
chairman of the board? 


the second, taste. Which technique— 
drawing or photography—will better car- 
ry the thought of the ad? Which will seem 
most fitting to that thought when the ad 
runs? 

The photograph in the Northwest ad, 
trying to be cute and funny, only adds to 
the muddiness of a socially challengeable 
concept. The models and their situation— 
overstuffed, frowzy and thoroughly hu- 
morless—lack the saving charm that fan- 


oes i be 


Onend LIMES 


tasy, to be palatable, demands. A cartoon 
in New Yorker style would have eased the 
pre-Bastille implications; might even have 
stayed out of the Muscovite propaganda 


Fouts XV\ teach 


No executive can afford to ignore 
the latest developments in air cargo 
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files. A cartoon would have made clear 
that the concept was all a light-hearted 
gag, not to be taken too seriously. 

Now take Pan Am. Marie’s husband 
again, poor Louis XVI, but without Marie. 
(Why, of all the Louises, did both airlines 
pick this one, the last real focus for the 
fury of the proletariat?) 

Pan Am’s spread is a beat-up variation 
of the old “Just As, So Too” approach. 
Just as Louis was ahead of his time be- 
cause he shipped by air, so too is the man 
behind his time who does not ship by 
air today. Which defies analysis, if you 
really think about it. To choose a lesser 
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headache, concentrate on the picture. 

At least Pan Am uses a story-book kind 
of illustration on a story-book kind of 
story. The copy may be an uninvitingly 
dull exercise in dialectics, but it smells of 
fantasy, and the illustrative technique fits. 
A reader will not fight the situation on 
its plausibility. The drawing tells him he 
is not expected to believe that Louis and 
the chairman of the board really got to- 
gether for a picture. 


= MORAL: Until the model bureaus can 
book real fairies, keep photography away 
from fairy tales. It kills their magic. # 


Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


Classified advertising often works near 
miracles. There are few problems of find- 
ing, buying, selling, trading things, when 
limited respondents only, or searching 
audiences are required—that cannot be 
solved by a classified ad, assuming it is 
run often enough to stand a reasonable 
chance of “connecting.” 

Once in a great while someone comes 
along who has the flair and imagination 
and good judgment required to write 
classified ads that acquire persisting 
readership from a wide audience. 

The examples here today are of such 
an individual, in London. 

These ads, of which one day’s insertions 
in one paper appear here, are for a real- 
estater. When I first noticed these I 
thought I had discovered something. But 
I learned quickly that a great many peo- 
ple are aware of these ads, and indeed 
a great many people turn to them for 
the pleasure of reading them. No wonder 
this advertiser is successful—as I was in- 
formed he is. 

Here are a few examples—excerpts, 
not complete ads, to show the style, the 
candor, and the surprise qualities of the 
copy. 


Recalling that General Boulanger, fail- 
ing to come up to expectations, sensibly 
came to live in Portland Place; we are 
expecting another distinguished applicant 
before long. A Town house, with an air 
of decayed grandeur would do—provided 
it has a full-sized bath... 


STUDIO, 14x9 ft. & disrebing room 
10x7 ft. Suit dwarf artist and tiny model 
(the sort they use in motor car ads to 
make the back seat look bigger). 


LINGERIE DESIGNER of “little noth- 
ingses for teenagers of all ages” pour le 
sport, moving nearer factory, must sac- 
rifice FASHIONABLE BLACKHEATH 
SPAN FLAT... 


THE FAMOUS “BUCK COTTAGE,” 
Kingsbury ... it stands in a garden which 
has thrived like the African jungle under 
the non-intervention policy of two emi- 
nent journalists; refugees from S. Africa 
who are returning. .. 


MAN OF THE WORLD who’s covered 
almost every inch, restless again on the 
slopes of Coombe Hill, where once Queen 
Victoria hunted the stag, sacrifices snug 
little modern luxurious residence set in 
the drowsy paradise of a garden: broken 
by the music of the birds and the gentle 
popping of corks... 

UNDERPAID ENGLISH DIPLOMAT 
AND HIS LADY return home and ask us 
to find something not too extortionate in 
a not too sordid area... 

BLACKHEATH RD. MAGNET MAN- 
UFACTURER DRAWN TO THE NORTH 
must sacrifice after 27 years... 


A TINY WREN offers its small snug 
Period Residence in the somewhat raffish 
but fashionable environs of Brompton 
Road. .. 

PUBLISHER AND LADY WRITER 
offer those SOUND IN WIND AND LIMB 
their magnificent 4th floor FLAT... 


E. H. BROOKS & SON 


Gloucester Lodge, Courtfield Rd.. Sth. Ken., 
by Gloucester Rd. Sin. (Fro, 1166, 3 lines) 


ARGE CHEAP teas | Mi ving for 
refugees (Hungarian). 

ADYLIKE COMPULTANT ate an al ex- 
quisite small CHELSEA PERIOD 


achieve that synthesis of refinement 
plumbing (no freeze-up here). 
d 


dwelt, in happy proximity to the District Rly., 
Spacious drawing rm., good dining 
rm., 4 bedrms., mod. b. & k., dble. stainless 
sink, stacks fitments & Formica Stimulating 
décor, the best dhl by mirrors 
on a field of sable plush. Lse. to "62. ONLY 
£207 pa. Rates .. Mod. fig. for wash- 
img machine, &c. View Sun. FRE. 8266. 
R°RSw GATE, S.W.7. adj. HYDE PK. 
Feeling the need to expand, rich young 
couple sacrifice, far below cost, their — 


tive entrance floor MAIS. with its own bac 

yard A very splendid withdrawing rm., with 
concealed cocktail bar, 2O0ft. x 18ft., elegant 
dining rm., 2 large dble. bedrms . lux. b. & 

CHW. Lse. 3 yrs. Ss. p.a.ex. If 
you are not diffident about ‘living in one ¢ the 
best addresses in London, tel. Sun. KNI. 4120. 


TINY WREN offers its small snug Period 
RES. in the somewhat _raffish but fashion- 
able cnvirons of Brompton Rd Spacious dble. 
drawing rm., over 2O0ft.. attractive dining rm., 
2 good bedrms., b. & k. Carden Lse. to 
*66 (renewable?) GR £10 A aift at 
€£1.995. vet TRY AN OFFER. View Sun. 
KNi 1089 
UBLISHER & LADY WRITER offer. to 
those SOUND IN WIND & LIMB, their 
magnificent 4th-tir. FLAT with glorious Soft. 
x Of. STUDIO above. in exclusive E 


MORE GDNS.. KENSING TON GORE. L a 
drawing rm., 2Oft. x 2ft.. overlooking lovely 
zdns dining rm. or, 3ed bedrm.. 2 dle 
bedrms., lux bathrm.. kit. bie enough for eat- 
ing Only £500 pa. Rates £70. Lse. to 
"61 (70 yrs, av. Mou. tie. f. & £. View 


Sun. KEN. 0410. 


= Are AL PRODUCER'S & BALLET 
L's Tarls Ct base. FLAT own 
a « dble. bedrms.. panciied drawing 
rm... woe d Fy, ack firs Super décor 9 yrs 
G.R, £22 10s ONLY £1.750 c all Sun. 
after 2. 22, ‘He yearth Pl., or tel. Bagshot 3217. 
OCTOR, who has broucht hope of marriage 

to millions of girls. writes: “ Ivory tower 

of inventor & microbiologist overlooking St 
Paul’s & Oid Hampstead (where it is); dehzht- 
ful drawing rm.. dbic. bedrm., tiled b. & hit 
Complete = luxur of mod. block CENT 
AT... HoW., Lint a £284 rising 

to £299. Rates £50. Lse. 25 yrs. Low 

offer for f. & f. View Sun HAM. 1787. 


F YOU ARE DESPERATE FOR A FLAT. 
I . have no objection to sharing a 
: here, i Holland Rd... 
W.14, is your Shangri-la 2 rec. rms., 
dbie. ‘bedrm Ky a rather [bsen- “like attic bedrm 
kit. ONLY £130 p.a. incl. ONLY £450 
for COMPLETE furnishings, about 5 yrs. View 
Sun. PAR. 9258. 


IF YOU ARE DESPERATE FOR A 
FLAT, childless, and have no objection 
to sharing a bath with 1 person... 


CRICKETING SHERRY SHIPPER 
grown out of old Brompton Rd. KEN- 
SINGTON... 


OLD-F ASHIONED MILLIONAIRE 
wishing to build love-nest (plans avail- 
able) could not do better than snap up 
this one of the last—& best—BUILDING 
SITES in London... 


£1800 FRHLD, THE BRACE, 19 & 20 
Ship Cottages, 56. STRAND-ON-THE- 
GREEN, Chiswick. Empty but armoured 
with corrugated iron to keep out the Teds, 
it’s very ancient, very decrepit, very 
small, very cheap. Suit family of tidy 
dwarfs. . 


* * ae 


Reading such ads is habit-forming. It 
would seem likely that many people who 
read such ads believe so spritely an ad 
writer would be a good man with whom 
their real estate problems should be en- 
trusted. # 
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PACIFIC PRESS INC., J.W.CLEMENT SUBSIDIARY OPERATING AROUND THE CLOCK 
AT 5201 SOUTH SOTO ST., LOS ANGELES, CALIFORNIA, 


Out of the West comes printing of extra value 


West, east or the longitudes between, you get more for your money 
with printing by Clement. 

Naturally you expect better service from a big printer. You get this 
with Clement's experience, modern equipment and nationwide distri- 
bution. But the extra value is the matchless quality of the printing. 
Every job in every plant meets the industry's highest standards, rigidly 
maintained under common management. Your cost? Competitively low. 

Pacific Press turns out millions of copies of sales literature in sharp, 
clear, full color for national advertisers. The printing and binding of 
famous magazines is a routine operation. As at all five Clement plants, w 
equipment and facilities are improving and expanding right along with ~~ l, 
the customer list. 

Catalogs, mailing pieces, package inserts, books, folders, periodicals, or 


Manufacturers of Quality Printing 
“¢ pos : Executive Offices: 8 LORD ST., BUFFALO 10, N. Y. 
any other large edition printing job. SALES OFFICES: GRAYBAR BLOG., NEW YORK, FISHER BLDG., DETROIT 


SUBSIDIARIES: CLEMENT COLORTYPE INC., CHICAGO, PACIFIC PRESS INC., LOS ANGELES, PHILLIPS & VAN ORDEN CO., SAN FRANCISCO 


8 LORD ST., BUFFALO 245 ERIE ST, BUFFALO 1800 WEST FULLERTON AVE., CHICAGO 5201 SOUTH SOTO ST, LOS ANGELES 4th & BERRY STS., SAN FRANCISCO CAL, 
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Tips for the Production Man... 


Exciting Slashes of Color 


By Kenneth B. Butler 


An exciting layout device being seen 
with ever-increasing frequency is the 
use of color panels overprinting portions 
of black-and-white illustrations. 

One reason for the trend is that the 
technique is effective even when the 
printing register is shoddy. The failure 
to achieve exact register is not as dam- 
aging as it would be to a duotone or four- 
color register plate. 

Similarly, it is less expensive. A reg- 
ular one-color halftone or line plate is 
used in the black form, and solid color 
tint blocks, available at low cost in most 
printing establishments, can be cut to 
the desired dimensions for use in the 
color form(s). Thus, both engraving and 
makeready costs are reduced. 

I suspect, however, that the real rea- 
son for its popularity lies in its dramatic 
impact. There is something rather dar- 
ing about running a shock of color 
through a picture without regard to the 
picture’s contents, and attention is im- 
mediately commanded. Sometimes, in 
fact, it is the most outrageous treatment 
which excites the greatest reader re- 
sponse. 


= Among possible applications of the 
technique are: 


1. Panel of one color running horizon- 
tally across the upper third of the il- 
lustration, and a panel of another color 
running horizontally across the lower 
third, focusing attention on the uncolored 
center third (see Figure 1); 


2. Three vertical color panels, each in 
adifferent color (see Figure 2); 


3. Horizontal panel in one color, verti- 
cal panel in another slashing across the 
same picture and even crossing each 
other so that a third color appears at 
the intersection (see Figure 3). 

Note that a register failure in Figure 
2 would not be detrimental but would 
merely add additional interest. 

Note, too, that each of these applica- 
tions is capable of a wide variety of 
interesting variations. 


® Beware, however, of using screened 
tint blocks in overprinting halftone il- 
lustrations as the absence of perfect 
register may result in an unappetizing 
counter-pattern. Screened tint blocks 
will, however, prove satisfactory for the 
overprinting of most line engravings, un- 
less they have been given Ben Day 
shading. 

If you have not yet attempted this 
technique, why not give it a fling? It’s 
fresh, it’s exciting, and it’s fun. What’s 
more, its possibilities have been only 
lightly explored. + 


Figure 1 


Figure 2 


Se ~ 


Figure 3 


What They Were Saying 25 Years Ago... 


Ernest Elmo Calkins, decrying the Tug- 
well bill to regulate advertising and re- 
write the pure food and drug act, in an 
article in Good Housekeeping (AA, Dec. 
2, 1933): 

“Efforts to regulate advertising fail to 
do justice to the corrective value of 
advertising itself. The white light of 
publicity that beats around an adver- 
tiser’s factory and product is a sort of 
therapeutic agent. The better he is 
known, the more widely advertised, the 
more difficult it is for him to indulge in 
questionable practices. On the other 
hand, the food and drug violations run to 
earth in the past all seem to bear un- 


familiar names. They are obscure to most 
of us because in no real sense have they 
ever been advertised at all.” 


A resolution by the New Jersey Health 
and Sanitary Assn., endorsing the Tug- 
well bill to strengthen the pure food and 
drug act (AA, Dec. 2, 1933): 

“The old food and drug act, after 27 
years of experience, has been found as 
full of holes as a sieve. It not only does 
not cover false advertising except on the 
label, but does not mention cosmetics and 
eyelash dyes, dangerous foods, or false 
curative claims for drugs. Nor does it 
allow sanitary conditions in food estab- 


lishments to be inspected by the federal 
government.” 


A mail piece for General Motors, ex- 
plaining its research activity (AA, Dec. 2, 
1933): 


“If a company can ascertain concretely 
and in detail just what its buyers would 
like to have, if it can build its products 
in conformity with those desires and 
design its sales and advertising messages 
so that they will answer the questions 
that are uppermost in the mind of the 
motorist, obviously there will be a con- 
tinued improvement in the merchandising 
processes and a broadening of the service 
rendered.” 


Grover Whalen, head of the National 
Recovery Act movement in New York, 
in an address to the Direct Mail Adver- 
tising Assn. in Philadelphia, assuring 
that NRA retail codes will not hurt legit- 
imate business (AA, Dec. 2, 1933): 


79 


“You legitimate advertisers need have 
no concern over the advertising provi- 
sions of the code. They were inserted to 
do away with the illegitimate advertisers, 
to make your own advertising worth more 
per dollar than you are getting today.” 


Advertising Age in an editorial (AA, 
Dec. 9, 1933): 

“Newspaper reporters and trade ob- 
servers were much impressed with the 
changed attitude of Henry Ford with 
reference to direct personal contacts 
when the new 1934 Ford was introduced 
in Detroit this week. Mr. Ford not only 
addressed the entire dealer organization 
over the telephone, but talked freely 
with interviewers. He seemed to have 
regained the common touch, and to enjoy 
the experience. Mr. Ford has probably 
realized in the past few months how 
much public good will means to him and 
his business.” 


Step 1. 

Pick up a pair of scissors and “snip 
them in thin air. Now pick up a piece 
of paper or an old magazine page and 
start cutting out something, a square, 
a circle or a figure. 


” 


You have made your first step to a 
new visual freedom. 


Step 2. 

Now cut out more shapes and lay 
them on your desk or on a big sheet 
of paper or layout pad. 


Step 3. 

Look at them. Move them around. 
Add other cutouts of pictures of peo- 
ple and products. Keep looking. Keep 
moving. Keep thinking. 


Step 4. 

Collect whatever you feel is necessary 
to be included in any layout. A girl’s 
head photo, some type, a bottle or 
garment, a car, some flowers, etc. (If 
you can’t find it, sketch its shape 
roughly, and cut it out.) 

As you move your pre-chosen ele- 
ments around slowly, you will see 
many possibilities as take-off points 
for the art department. 

But something else occurs, too. Each 
new arrangement of the shapes pro- 
vides a different stimulus for your 
eye and mind to work on. You'll get 
visual and word ideas for adding, de- 
leting, or completely revising your 
original concept. Use paste or glue to 
“fix” your final choices. 

So, scissors are not just for the kid- 
dies and the seamstresses. They can 
be a valuable addition to your cre- 
ative kit. Thinking visually aids the 
creative process. With scissors, you 
quickly adapt your visual material for 
looking, moving and thinking. 


Pinning down the IDEA 


How to get serious with scissors 


Next Lesson: “A Short Summary of Drawthinks” 


2 Beat ee a a el ba See - eh. ry Mic oe ha! Sa ; ; 2S : i R sce p peat ‘ ; *s 
res ; 
BrP ee 4 ; 
ial x 
7 y 
pie aa es : pity at gee. 5. = 
fe - 4 thas a a rr 
- 35 “3 & [= : tig Bie a 
Pe eg Jae ‘is aha : ie pe) « Tee a 
Rea : P = sailed 3 ees es Bos 
Bat tae ' H i fe "a om 
oe — BLU — a. 
Ne oe 606 li S 
i io om q eo fe 
ee - pat ey ra 
ee ; so 3 
ser = y Ree a 4a 
Pane ie ‘ eS : i 
ee Ge ee F ee 2 sate 
ar a . ae ai 
ee ae % ad F s te bs 
2 —s > E ae 
lay a a ee aS. Nd ; 
sake Mio : dhe , . 7 E “ ee ‘’S. o= 
: “> > ae nae Le ongere ie 
ee ee aes 248 ‘ 
See ars -— aaer ~ 
ee a aa es BN 
Ae ela oe ge ae 
« f s £ vd Se oi Be - 
a “ae et es 4 
ca reas ‘ 
ae = 
eer = 
2 . ; te 
et a ; = a ee A Pe a + a ee a Ys ck oe 
hes 7 * oo ‘ : wy SM ee a, a 
ae % ¥ ae aa pean) ” 3 AS wie “aa tee . {ia aes 
es * ere PR Gi ie. ¥ es ye ae fae ape Pau te me AD iekinmad oF ted 
> ones . = ee ao 2 OT ch a a Pe! bam Vi ee : _— > ao 
he ae . RA = ee wb a oot Ee Gp! @ YW ERS | ‘+ COUISe . ee 
Fe ‘a aa < cme A Bice, AN ) (NI tm ee SS, ee eM 
ng ¢ ‘oa gs a SEs ot BMS x ’ ~ - er oa Pes at % tg Stang eg a 
= . ae a ; 4 . * é i 
a “a cs ee \ ee ae vi a 
oo * : ere 4 Pais og se 
we —  ** ea Se 
Cares Z A ae ‘ie | ee fe 
oe ; oe ee _ 
eee # 2S. ie % fe 
fea 7  ——— ‘ ‘ P 
7 $ | fig 
es Qe. . : & gt . ri ms r . . 
se. co 4 a" 
eels: : 8 ey 
oo : 6REgN ys 
7 , . : j < 
a i nie ny ‘ é, 
eho BBG y “ eae * eae oe “ 
on aay cP Se Re WEA cee x 
i paar ie : ~ i 
hc aaa Ps 
gall = vA 
: x ~~ , is 
‘ ; - 7, a ae 
Cr ee te es , = 
_ RED ; * ; = 
+s ba ee ? f } , 
= 4 : 
we a \ j J 
ee “sth ee x 4 ¢ fy 
” a era Ai ie. t 5 y p 
ie: Ren: ite i _ 4. } 4 Y 
; ~_ eo AA ae: f g 
an ; re ‘ a Ea o- , 4 : _s 
i ie [oF me . pie, 7 J py 
i 7 ia ] ag q we \ . . 
i : FP ’ aie te 
“ i ae Ss b: ee a Fas ae Ree ae ae : >= / 
eS Le lO a al 
ir 3 Si f «¥ ae 
ara 3 Bwe 4 ih i =F ae 
Pee ir a ¢ a 
RE : 2 a... “ , a 
ae J 4 8 it pt 
. Toe i 5 ee 
3 a } 4) i _. rae 
{ 4 4 g . ee , om 
€: i } : We, 5 4 es 
mere we Hi Pel ’ | J ae 
age eae ’ BE it vy a 
5 ae Sbelee: cabana ea ae Ae 
rae * rs ill ae 
eee # 
ere nae ( ¢ { oS 
ah oe SS 
ie RETA ens 
eS ah ; me 
a a4 fa) s ai 
; a ; 
ae rt A / 
Be Aimee \ = 
: mC -e 
? i i 
ee f /! { ay 
es ee 4 2 
igri =. : au 
See a 
an Pr rr / fi y 2 
shay BoA “ ' a 
Bis 4/4 a.) a 
: PB vi | j ‘ 
; } pri 
7 . 
: sf 
; i es 
: " j 5 al 
i 
J = 
a 
~ ea 
i ay. 
oe ver 
by oo 
AS ae 
: ve 
: hen 
: it) 
Be. j : 
Oey ahaa a 
=o The on 
ae a + 
its cA ince aime o S * eS eee eA RE. Oa AER TAS pmo eR eee ee oe { ee ay | ae ee "hI eae RPS Se aa Via NR ea eA i eek! Coram fe) oe Ai 
eo alan ia a Oe, Pee sa i, gee? gee REE RR eas Cee a ite ~ ite et a or a ad os os ae eerie eee i a ede 
Cr ey ea Beg ata. Ctr Mo eieiga eae “eo a as eae ky ei z poets ghee: By he) sit Ces nigh Bla gee ee a a eee Tay | Baba > SS eee 
pe EN at Be a are See ow Ol i ee kg Soa aa “wg 5 ghee arene ee es fe yt LA Ace ae ot es ES a 
ee oe A rans Pea sere ee een ae ee i ert ee ya a 


Home Savings Names Galaxy|Spot TV Expenditures | | 


Home Savings & Loan Assn., Los 
Angeles, has appointed Galaxy 
Advertising, Beverly Hills, Cal., 


to handle its advertising. The ac-| source: TuB and N. C. Rorabaugh 


count, previously handled by J. W. 
Raymond Inc., Los Angeles, bills 


about $600,000. David R. Sum- °° 


mers, onetime ad manager of 
Home Savings and former exec- 
utive with Raymond, is president 
of Galaxy Advertising, a new 
agency which has opened offices at 
121 N. Robertson Blvd., Beverly 
Hills. 


‘Sun-Times’ Opens Office 
On Dec. 1 the Chicago Sun- 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


SAN FRA 


SCO CENTRAL TOWER 


_ By Time and Type of Activity 
Third Quarter, 1958 


(000 omitted) % 
becdsiivuiaionheades $ 38,071 
OE OOS CHD 61,622 
Late night ........0+ 13,491 
$113,184 
Announcements* ....$ 84,363 
i iatitcicationes 10,660 
Programs ........-.0+ 18,161 
$113,184 


*Includes participations 


Times will open its own advertis- 
ing office in Detroit in the Buhl 
Bldg. Jack E. Rosch, formerly in 


vertising, has been appointed man- 
jager of the new office. Sawyer- 
|Ferguson-Walker Co., which had 
|been representing the newspaper 
lin Detroit, continues as its repre- 
sentative in Los Angeles, San 
Francisco and Atlanta. 
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“it shouldn’t happen 
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pal!” 


—but it does, now and then. The best pre- 


pared hunter doesn’t 
Even in the rigorously 


always bag his birds. 
regulated realm of ad- 


vertising production, forceful transmission of 
perfectly expressed and vizualized ideas has 


been known to misfire 


because of mishaps in 


making the photoengraved master plates... 
P. M.s who rate highest for consistently hit- 
ting the bull’s-eye, are wise to the essential 
qualifications of reliable photoengraving 
sources ... It is a matter of record that scores 


of them continuously 


depend on the skilled 


performance and responsible service of 
ROGERS master-craftsmen. Perhaps you are 


among them—or soon 


will be. 


ROGERS 


engravi 


ng company 


2001 calumet avenue « chicago 16 
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WINE, WOMEN & SONG—Virginia Dare, “the purely 
American Wine,” will run this calendar of ““Ameri- 
can beauties for 1959” in the December issue of 


a 
Jenmery 


sna y Wan pho 


U4, ve 


- - med 
Beauties . 


‘Slave 


Esquire. The co 


€ J erginia — 
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cana” serving set, a $5 value for $2.25. MacManus, 
John & Adams is the agency for Garrett & Co. 
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lor spread also offers an “Amerry- 


Davy Crockett Hats 
May Invade Kremlin 
in TV Swap: Panitt 
Cuicaco, Nov. 18—An exchange 
of American and Russian tv pro- 
grams is likely to bring to USS. 
receivers features like Russian bal- 
| let, classical music programs, trav- 
jelogs and some scientific pro- 
| grams, while Russian viewers will 
| probably see programs like “Dis- 
|neyland,” other young peoples’ 
| shows, musicals and other mini- 
;}mum dialog programs. 
| This guess is ventured by Mer- 
rill Panitt, managing editor of TV 
Guide, who recently returned from 
the Soviet Union where he was 
studying tv program exchange pos- 
| sibilities under the American-So- 
|viet cultural exchange programs. 
| He summarized his visit before the 
Broadcasting Advertising Club of 
Chicago last week. 


have submitted lists of programs 
they are willing to exchange, Mr. 
Panitt said. “But,” he added, “if 
national security secrets are guard- 
ed with the diligence the State De- 
partment is displaying in sitting 
on the names of these programs, 
the nation can rest at ease.” 

The first stage of the exchange 
of motion pictures, he observed, 
has been largely worked out. It 
will bring to U.S. screens a film 
version of “Swan Lake”; “The 
Captain’s Daughter,” a pre-revolu- 
tion historical drama; “The Idiot,” 


# All three American networks | BEA 


based on Dostoevsky’s novel, and 
similar works. The Russians, mean- 
while, will get “The Old Man and 
the Sea,” “Roman Holiday,” “Lili” 
and “Oklahoma!” 

This cultural exchange can con- 
tribute measurably, he said, to giv- 
ing the Russians a more accurate 
impression of the American peo- 
ple—replacing an image in the 
Russian mind which Mr. Panitt 
described as “terribly warped.” + 


New Business Paper to Bow 
Agricultural Equipment Dealer, 
a new bi-monthly trade publica- 
tion, will be published by Terry 
Koeller Associates, 201 N. Wells 
St., Chicago. The first issue will 
appear in March, 1959. The new 
magazine will be a tabloid, and 
will have a guaranteed circulation 
of 26,000. The cost of a one-time 
page ad is $500. Dwight Early & 
Sons, Chicago, has been named 
midwestern sales representative. 


WLW Names Hilbert 

Lincoln (Link) L. Hilbert, a 
merchandising field man _ since 
April of 1957 for Crosley Broad- 
casting Corp., has been named 
merchandising manager of Cros- 
ley’s WLW-Radio and WLW-Tele- 
vision. He takes over the duties 
of Fred Wilson, director of mer- 
chandising, who resigned to join 
Leo Burnett Co., Chicago, as mer- 
chandising and promotion repre- 
sentative of its media department. 


RCA Victor Names Ed Welker 


Ed Welker, formerly manager of 
popular albums, artists and reper- 
toire for the RCA Victor record 
division, New York, has been ap- 
pointed to the new post of man- 
| ager of product planning and mar- 
ket development of the record 
manufacturer. Mr. Welker’s for- 
mer duties have been absorbed by 
Steve Sholes, manager of popular 
artists and repertoire. 


COLONEL 
IN THE 
CONFEDERATE AIR CORPS. 


You receive a handsome 9x12” cleverly worded 
colonel’s “Commission,” on highest quali- 
ty poper. Ideal for framing for bar—den—study 
or office. PLUS @ wallet size 1D card establishing 
world-wide recognition of your honored rank. 


name to 
pi inser f and ID card, and 

Tan En © aE Geeey Gentes em a ayy ge 7 mailing instructions. Send cash, 
both ot no extra cost. Makes « clever gift for Pe , S- no Seer exten wes ener 
friends, for the boss or for clients, ond can be ¥ k mq HONTGOMERY, ALABAMA 

. P o al a . Cradle of the Confederacy” 
sent ovbog your “Congratulations” enclosed $1.00 postpaid 
if you wish. ® "CAC" Copyrighted 1952 Add 20c each for Air Mail Handling 
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‘6S Now you con be @ COLONEL 
> in the 
World’s Most Dis’ i 
> ~ ical ization 
The 


an i thing 
really new for conventions and sales 


meetings. 
ww Be sure to specify appear 
27 ~— en Commission 


100% coverage of city zone 
represented by the Julius Mathews Special Agency, Inc. 


PORTLAND, MAINE 


PORTLAND PRESS HERALD © EVENING EXPRESS ® SUNDAY TELEGRAM 


one - six - two 


Comstock Foods selected the testingest market in the country to get the answers 
. . - Portland, Maine! First in U. S. cities of 150,000 pop. Sixth in U. S. cities 
regardless of population and second in New England regardless of size.* Comstock 
Foods is just one of many who found Portland, Maine the best test city. Marketing 
and distribution facilities are ideal . . . testing is accurate. *Source Sales Management 


94°%/, coverage ABC retail trade zone 
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‘Service Complet' .. . 


Eight Biggest 
French Agencies 
Establish Group 


Cooperative Research, 
End of Carryover Billing 
Custom Are Among Aims 


New York, Nov. 18—An asso- 
ciation of “full-service” advertis- 
ing agencies has been formed in 
France. The new group is pat- 
terned after the American Assn. 
of Advertising Agencies, and its 
formation is considered one of the 
most significant steps in recent 
French advertising history. 

The eight largest agencies in the 
country have banded together to 
organize the Compagnie d’Agences 
de Publicite a Service Complet, 
now known in France as CASC. 

News of CASC’s formation was 
learned from Bernard Musnik, 
head of the New York office of 
Publicis, who has just returned 
from a month’s stay in Paris. Pub- 
licis, France’s largest agency, is 
one of the founding members of 
CASC. The other seven are: 

Agence Francaise de Propagan- 
de (AFP); Yves Alexandre; R. L. 
Dupuy; Elvinger; Publi-Service; 


Sodico (French arm of McCann- 
Erickson), and Synergie. | 


s To be a member of CASC, an| 
agency must offer “full service.” | 
The term, service complet, is ex- 
plained as follows: 

“A complete service agency 
must have a permanent organiza- | 
tion equipped to undertake and_ 
manage, for clients, the totality of) 
the tasks pertaining to their ad- 
vertising policies and action, that 
is: 

“To assemble and analyze all 
data relative to the client’s partic- 
ular problem, by means of market 
study and research. 

“To conceive, realize and ex- 
ecute the entire advertising pro- 
gram which has been approved by 
the advertiser; to control the ex- 
ecution. 

“To analyze the advertising and | 
commercial value of all means and | 
media used in campaigns.” 


s Establishment of CASC repre- 
sents a break with the heterogene- 
ous makeup of the French agency 
world. It is significant that the 
group has been formed outside of 
the Federation de la Publicite, the 
all-embracing advertising associa- 
tion in France. 

Various types of agencies—some 
only advertising counselors, some 
primarily space brokers—belong 
to the Federation under various 
categories. 

It is also significant that CASC 
agencies must renounce the droit 
de suite, a system under which an 
agency taking an account is obliged 
to pay the old agency the com- 
missions on the billing for the 
next year. This system has been 
criticized as a restraint on com- 
petition. 


s Henri Henault, president of 
Synergie, one of the CASC agen- 
cies, defended the droit de suite 
when. ADVERTISING AGE _inter- 
viewed him two years ago (AA, 
Jan. 7, 1957). M. Henault, who 
was then president of the Federa- 
tion, stated then that the droit de 
suite “springs from the essentially 
French view of the value of artis- 
tic creation. It is not considered 
fair by the French that an agency 
which may have built up a client’s 
business through creative selling 
ideas over a period of years should 
risk finding itself thrown over- 
board without warning, and that 
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another agency should carry on, 
taking advantage of the work ac- 
complished.” 


= CASC is being supported by fees 
paid by the member agencies. 
Each agency has a representative 
on the association’s administrative 
board. There is also a salaried 
managing director, Michel Peytel. 
The CASC members plan to ex- 
change information on their op- 
erations and to finance research 
studies. Two studies have already 
been undertaken—one on salary 
scales and another on the respon- 
sibilities of various members of 
an agency’s staff. The CASC agen- 
cies have also agreed to establish 
uniform billing procedures. 


s The association hopes eventually 
to formulate codes of procedure 
and ethics for member agencies to 
follow. All French agencies which 
meet the “full-service” require- 
ments will be encouraged to join 
CASC. # 
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NET INCOME? 


‘1.5 billion in Georgia's money belt 


America’s first gold rush was in Georgia in 1828. 
Advertisers, today, are staging another ...in the 
Augusta-Columbus-Macon market. “Gold” is $1.5 
billion net income. Stake your claim with the Georgia 
Group. Combination rate; up to 10% savings. 


For penetration in the Peach State, it’s Atlanta plus 


Ovorgia Group 


AUGUSTA Chronicle and Herald 
COLUMBUS Ledger and Enquirer 
MACON Telegraph and News 


Represented Nationally by THE BRANHAM COMPANY 


HOW CAN YOU MISS? 


ONE SHOT 


hits the pay spot 


of 100 big and wealthy West Texas Coun- 
ties in the Star-Telegram market of 2 million- 
plus people . . . 23.5% of Texas’ total 
population, accounting for 25.5% of the 
state’s income, 25.6% of total sales. 


FORT WORTH STAR-TELEGE 


AMON G. CARTER, Jr., President and National Advertising Dir 
LARGEST COMBINED DAILY CIRCULATION 


Star-Telegram Family Coverage 
100 County Market 


Combined daily, 40 counties over 20% 
Sunday, 49 counties over 20% 
METROPOLITAN FORT WORTH 

Combined Daily - seninaboctan de ae 
Subba sc i=. Se 70% 


Source: ABC Audit Report, March 31, 1958 
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Recounts the Development 
of MMM’‘s Video Tape 
To the Editor: Your story Oct. 27 


heralds videotape as “. . . televi- 
sion’s most far-reaching techni- 
cal development in ten years, | 


more far-reaching, even, than col- 
or tv...” 

For eight years, various labora- 
tories attempted to develop video 
recorders, and a few succeeded, at 
least partially. But only one re- 
corder really met the need. This 
was the exceptional machine by 
Ampex, a truly outstanding re- 
search accomplishment. Yet even 
that machine would be completely 
useless—and there would be no 
video recording at all—except 
for the parallel invention of a new 
magnetic tape. 

This tape itself is so remarkable 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


that only one company has ever;of 20,000 pounds per square inch; | 


succeeded in making it commer- 
cially—Minnesota Mining & Mfg. 
Co., maker of “Scotch” brand vid- 


eo recording tape. This is the tape | 
sold Ampex, the only video tape 


on the market. 

Video tape must hold about 21 
times more information than a reel 
of sound recording 
lengths only .0003” long (three 
ten-thousandths of an inch) must 


be recorded. Any dust particle or | 


imperfection on the tape will 
cause signal drop-outs. 

Other tape recorders have sta- 
tionary recording heads, and the 
tape moves past the heads at 
7% to 30 inches per second. But 
the videotape recorder!—it has 
four heads on a disc that rotates 
at 14,400 rpm, the tape is pressed 
against the heads with a pressure 
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COUNTY TRUE 


5 seconds ago 
just another name on 


your direct 


mail list 


Now — he’s a real live sales prospect. 

Prodded by a compelling Reply-O-Letter to pull out 
and mail the Built-In reply card. 

No writing —not even a “fill-in” required. 


5 seconds is all the time it takes. That’s about all the time 
a “direct mail name” will give you. Awareness of this 
is the reason Reply-O-Letter successfully increases 


clients’replies 30 to 50%. 


Reply-O-Letter is dynamic, door-opening sales- 
lettermanship. Every detail — letterhead, headline, 
ist paragraph, compelling close, and convenient 
pre-addressed reply — stimulates the reader’s impulse 
to act-now. It’s an art we've spent 25 years mastering. 


Our staff of skilled letter writers and artists will 


help you fashion your appeal to today’s 


busy prospects. 


tt 


Any user will tell you about the 


wonderful results he gets. 


Write on “ss 


your letterhead for free booklet: 
“The 3 R’s of Direct Mail.” 


REPIY-O-LETTER 


1 Central Park West, New York 23, N. Y. 1 


Sales Offices: 


New York * Boston * Chicago * Detroit + Cleveland * Toronto 


t 


tape. Wave} 


and the relative speed between 
the heads and the tape is 1,500 
inches per second. 

This incredibly fast speed, 
coupled with enormous pressure, 
creates tremendous friction and 
high heat—so much that a com- 
pletely new tape had to be devel- 
oped, with a new oxide backing, 
new binder materials. 

It took 3M eight months to pro- 
duce the first few reels of video 
| tape that could be used on tv net- 
|works. Then came an even great- 


er problem: production of such) 


perfect tapes in quantity. A new 
plant had to be built. 


Even today, the yield of video-| 
quality rolls of tape per produc-| 
tion run is small, since only the) 


|physically perfect tapes can stand 
| the strains of the videotape record- 
fers. But these remarkable’ tapes 
are being made, and in sufficient 


quantity to make possible the 
“revolution . . . sweeping televi-| 
sion.” 


As you said, “the hero of the 
upheaval is videotape”—and 3M 
is pleased to be the father of the 


hero, and to make this contribu-'| 


tion to the television industry. 
W. W. Weitzel, 
General Manager, Magnetic 
Products Division, Minnesota 
Mining & Mfg. Co., St. Paul. 
. . . 


Service Outlets Responsible 
for Lagging Color TV? 

To the Editor: There are sev- 
eral reasons why color television 
has not enjoyed successful sales, 
but one of the most important 
reasons is usually overlooked. I 
refer to the majority of the na- 
tion’s 63,500 major tv service out- 
lets who do not favor color tv. 
These service technicians are in- 
fluential—they are the only elec- 
tronic experts in daily contact 


with the public—and do not keep | 


their opinions to themselves. 
Though color tv set manufac- 
turers have provided technical 
data for independent service 
technicians, they have developed 
no effective program to convince 


|for them. And to make matters 


worse, some of them have de- 


|veloped “captive service” policies 


which take repair business from 
the independent and give it to 
the manufacturer or his set dis- 
tributor. 

There’s a grim irony to this: 
The short-sighted policies of set 
sales departments are undermin- 
ing the helpful efforts in behalf 
of technicians carried on by re- 
placement tube and component 
sales departments in the same 
companies. 

To help get color tv set sales 
rolling, set makers must learn 
how to win over that influential 
forgotten man—the tv service 
technician. 

Albert Forman, 

Editor, Electronic Technician, 

New York. 

- « * 


Says Non-Commissionable 
Ads Can’t Be Shunned 

To the Editor: After reading 
the story on Page 64 in Nov. 3 
issue of ApvERTISING AcE that 
“Non-Commissionable Channels 
Must Be Shunned,” I can only say 
that I am glad my business is in 


the U. S. and not in Canada. It is| 


Munching’s the Thing 


To the Editor: We are very much 
interested in the photograph of the 
new W. F. Schrafft & Sons poster 
which appeared in your Nov. 3 is- 
sue. 

We only hope that the “Out to 
Munch” theme does as much for 
Schrafft’s chocolates as it did for 
our client, Frontier potato chips, 
in the fall of 1957. 

Don Hildebrandt, 

Jennings & Thompson Inc., 
Phoenix. 


the needs of their clients do not 
enter into the agency plans. 

As designers and producers of 
point of purchase advertising, we 
frequently come into direct con- 
tact with one of our client’s agen- 


cies. I am happy to say that 
almost 100% of these agencies rec- 
| ognize their client’s needs for 
|p.o.p. and are in favor of their 
using this ‘“non-commissionable” 
channel. I believe that more and 
more U.S. agencies will welcome 
p.o.p. in the next few years; they 
|must if they are to do the utmost 
| in behalf of their clients. 

| In our business, we feel that we 
are only a part of an over-all ad- 


tv repair businesses to support! quite apparent that these Canadian | vertising program just as news- 
color. They fail to act when aj agencies cannot see past the end| papers, radio, magazines, tv and 
|constructive program is outlined|of their bank balances and that! outdoor and that, in most cases, 


M 


Collins, Miller & 


333 WEST LAKE STREET + CHICAGO 6 


photoengraving plant for 


Hutchings nc. 


America’s finest | 


letterpress and gravure 


all forms are needed to do a com- 
plete job. I hope that our organi- 
|zation never gets to the place 
| where we feel that our form of 
| advertising can stand alone. If we 
did, we would be guilty of a grave 
| injustice to our clients. 

| These Canadian agencies had 
| best “get-with-it” before their cli- 
ents realize that they have agen- 
| cies that will sell their advertising 
program short in order to adver- 
tise only in “commissionable” 
channels. When the clients do re- 
alize that they are not getting 
their money’s worth, these short- 
sighted agencies will have plenty 
of “commissionable” channels, but 
| no clients. 


Kent C. O’Connor, 
O’Connor & Associates, Atlan- 
ta. 


| Maclean Owns ‘Canadian 
Service Data Book’ 

To the Editor: May I draw your 
attention to column two on Page 
75 of your Nov. 3 issue. About half 
| way down the column you refer to 
the absorption of Canadian Home 
Journal by Chatelaine Magazine, 
and state that Consolidated Press 
are retaining Canadian Service 
Data Book. 

We would point out that Cana- 
dian Service Data Book (an an- 
nual) was sold to Canadian Auto- 
motive Trade published by Mac- 
lean-Hunter Publishing Co. Ltd. 
along with the monthly business 
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publication known as Motor Mag- 

azine. 
In other words, you do include. 

Motor Magazine in the transfer of | . +. * 

publications to Maclean-Hunter| Beneficial Finance Is 

Publishing Co. Ltd. but you state Lefton Account 

that the annual Canadian Service | 


thought twice before producing an|tion to Mr. Levitt is understand- 
article in which Mr. Bedell (and| able. His choice of expression is 
others) could have found such bad/so poor that I can’t help feeling 
| meanings. And how about those|he deserves the torrent of Bibli- 
Biblical writers? Since Mr. Levitt|cism and pious cant which is cur- 
|so grossly misinterpreted them|rently swirling around his head. 
To the Editor: We’re most ap-| (according to Mr. Bedell), it does} Nevertheless, I think that Mr. 
Data Book was retained by Con-! preciative of the little squib you | 00k as if they might have shown | Levitt has something to say—if 
solidated Press, which is not so. ran in the Oct. 27 issue of Ap-|# mite more responsibility im) he would only say it in a way 
_ I would appreciate you correct- | vertisiINc AGe about our current weighing the future uses of their) which does not raise the question 
ing this in an early issue of Ap-| 1-2-3 Holiday-Money Plan adver-| Words before willy-nilly producing |of his sincerity or sanity. What 
VERTISING AGE as we have just pro- | tising campaign. |a record of Jesus’ teachings and he seems to be saying is this: 
duced the first issue of this annual! However, we would like to) letting it go at that. 


| ords to verify, for your files. 
| John M. Drescher, 
Clayton, Mo. 
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, Business men and merchandisers 
| (including advertising profession- 
als) should be less defensive in 
the face of those who have vested 
interests in social control proc- 
esses (that is, clergymen, educa- 
tors, community leaders of all 
types). He is saying: Away with 
pious attitudes! 

And I think he is right. Busi- 
|/mess men and merchandisers are 


| 
|just as decent as anyone else and 


under the ownership of Maclean-| pring to your attention one little| _ 15 it possible that literal-minded | 
Hunter Publishing Co. Ltd. and we | inaccuracy. Our ad agency is Al| Mr. Bedell “rushed into print” a) 
would like to avoid any confusion | Paul Lefton Co. Inc. in New York, | little too hastily to have had the| 
in the minds of U. S. advertisers or not Reach, McClinton & Co. "| slightest idea of what Mr. Levitt 
agencies using our publication. Alfred E. Mockett, was talking about? 
Stan Allen, Advertising Director, Benefi- Or is he paid to quibble like that? 
Manager, Service Publications cial Finance System, Morris- Mary. Lockwood, 
Group, Maclean-Hunter Pub- town, N. J. | Copywriter, Detroit. 
lishing Co. Ltd., Toronto. Beneficial moved last December 
e e from Reach, McClinton to Lefton. 


. ° e 
weed Ne a “40s ‘She Calls It ‘Quibbling’ /on merchandising ethics in your 


; To the Editor: (Re: the Hell|Oct. 6 issue and I also followed 
_ To the Editor: We note with | Levitt-ated by Bedell)— |your readers’ furious reactions 
interest the letter you published | That mean, nasty old Mr. Levitt! | and Mr. Bedell’s reply in the Oct. 
Oct. 13 from B. L. Hairston of| Fie, that he should not have! 27 issue. On the whole, the reac- 
Memphis about the use that one) 


ao 
To the Editor: I read Theodore 
|Levitt’s remarkably inept paper 


of his clients, Rex Cotton Seed, | 
has been making of the theme | 
line, “Rex is ‘the cotton’,” in light 
of the current Buick advertising 
theme line of “Buick is ‘the car’.” | 

Peter Hand Brewery Co. used 


& 4 ge et eS, 
salehebilae sabe 4 Ptae Oe ‘ 3 pate 
r snags x © ie : 


the theme line of “Meister Brau 


the Beer” as long ago as the 
early 1940s to promote our Meister 


Brau Pilsner beer. Actually, old 
timers here at the brewery claim | 
that this theme line was used | 
for Meister Brau as long ago as” 
the mid-1930s, but the earliest, 


advertisement using this theme 
line that we have been able to 
locate in our files is from 1940. | 

Enclosed are copies of some of 
the 


labels that were used for 


TU 


3 


I 


N3ARu IYNGDINE 


givé xi an 


Meister Brau beer way back 
then. You will note that the 
theme line also appears on these | 
labels. Besides the use of the 
theme line, these old labels pro- 
vide a rather interesting study in 
design when they are contrasted 
with our current Meister Brau 
beer labels, copies of which are 
also enclosed. | 
Edward Robert Brooks, 
Advertising Director, Peter 
Hand Brewery Co., Chicago. 
e 2 J 


Here’s Coke Slogan History 

To the Editor: I have noted the 
article in ADVERTISING AGE, Oct. | 
20, stating that there is no clear-| 
cut record of how, or by whom, 
the slogan “I’d walk a mile for a) 
Camel” originated. 

An equally famous slogan, “The 
pause that refreshes,” is more eas- 
ily designated. This slogan was 
written by Gilson Grey, then with 
D’Arcy Advertising Co. and a 
short time later with the Columbia 
Broadcasting System. 

On June 25, 1941, I proposed 
the friendly abbreviation, or nick- 
name, of “Coke” for “Coca-Cola.” 
I believe that the first time “Let’s 
get a Coke” was used was on the) 
November, 1942, 24-sheet poster. 

Just a bit of history, with rec-| 


Enquirer's research department for a preview. 


*,... and a very LIGHT one for that new young man in your media department 
who has told me six times, now, ‘Solid Cincinnati reads the Cincinnati Enquirer.’” 


KEEPING THINGS STRAIGHT in Cincinnati is as easy as remem- 
bering Solid Cincinnati reads the Cincinnati Enquirer. The 
Enquirer is as solidly a part of the lives of the solid market- 
that-matters in Cincinnati as their morning cup of coffee. 
Result: YOU'RE in solid in Cincinnati when you're in the 
Cincinnati Enquirer. The Top Ten Brands Survey, just com- 
pleted, shows you why—in delightful detail. Call the 


Represented by Moloney, Regan & Schmitt, Ine. 
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their decency is not a professional | 


pose. You will find no more vi- | to accept instrumental constraints, | fessed good intentions and pious 


ciousness in merchandising than | 
in any other area of human 
ef 


s What nastiness you find in hu- 
man life—the homicide, the de-| 
structiveness, and the malevolence | 
that are peculiar to human life— 
can be laid at the door of those 
whose business it is to fasten con- 
straints on human behavior. With- 
out these constraints, there would 
be no hostility, no armies, and 
none of the destructiveness which | 
human beings wreak with such | 
high-minded fervor. It is quite | 
true that without 
nothing would ever be accom- | 


DO YOU WANT THE ACCOUNT? 
. . Reach fer BRAD-VERN'S! 


Over 10,000 reconstructed ad schedules 
in "58 BLUE BOOK of Business Paper Ad- 
vertisers. 50,000 more available to sub- 
scribers. 

Write: V. H. Van Diver, Sr., Woolford, Md. 
Phone: Cambridge 171 or 2980. 


constraints, | amount of material 


plished. But it is one 
quite another to make them into) 
terminal values. 

Business men and merchandis- 
ers like to avoid controversy; they 
are the least malevolent people 
in the community. But there is a 


fact which they have to face: mer- 


|chandising is in principle the an- 


tithesis of social control processes 
and merchandisers are in prin- 
ciple the social enemies of those 
whose lives and professions are 
based on the premise that human 
behavior is something to be con- 
trolled, limited and constrained. 
Calling out desire, increasing the 
satisfaction 
and enjoyment in the community 
is in fact—whether anyone likes 
it or not—opposed to exhorting 
people to self-denial and self-sac- 
rifice. To those who have a path- 
ological need to deny others (and 
themselves, of course), merchan- 


dising seems like the most reck- 


less kind of viciousness. 
So—who are the good guys and 


Wi 
READ 


TONIGHT? 


LL THEY 


Ask them at the fair—or anywhere—and chances are 
they'll name the Herald-Express. 


For throughout fun-loving, free-spending Los Angeles, 
the Herald-Express is Number One at night. Number One 
in newsstand sales. Number One in home delivery. Num- 


ber One in results. 


All of which makes it Number One with the nation’s 


smartest advertisers. Including you? 
Biggest paper under the AFTERNOON sun! 


LOS ANGELES i 


Circulation: 342,000. Represented by 
Moloney, Regan & Schmitt, Inc. 


attitudes, the palm goes to the 
nay-sayers and life-deniers. Have 
you ever met anyone who would 
rob you of your freedom except 
for some wholesome, albeit ob- 
secure, value to which you ought 
to cleave? Of course not. Every- 
one has good intentions and ev- 
eryone is pious and those who 
make a career of these things are 
most likely to impress the public 
with their verbal facility. 

But what of genuine piety and 
reverence, those acknowledgments 
of dependence which are _ the} 
touchstones of profound awareness 
and heart-felt gratitude? Is there} 
a place for them in human life? I} 
think so, but not in the direction| 
of life-denial and established au- 
thority. Many of us are alive to- 
day because of the courageous 
men and women who have defied 
social authority to bring us our| 
great technology. We owe homage | 
to those who have in the past as-| 
serted themselves against authori- 
tarians who read texts and rules 
against the dynamism of Life. 
They have given us as much real 
command over our destinies as we 
can hope for. 


® And don’t we know that our) 
technology—industry—is depend- | 
ent on marketing? If the public 
listens to those who counsel sac- 
rifice and _ self-abnegation, the 
very foundation of our physical 
security is threatened. This secur- 
ity depends on the capacity of peo- 
ple to want and to enjoy and 
those who hysterically declaim 
against “complacency” and “ma- 
terialism” seriously endanger the | 
well-being of our community. 

Hopefully, they will be ignored. 
What abuses exist in the busi- 
ness community and in merchan- 
dising circles can only be remedied 
by a dose of self-respect, by the 
conviction that industry § and 
merchandising are high callings 
worthy of the best that is in us. 
There is absolutely no reason for 
business men and merchandisers 
to despise themselves because 
they produce tangible values while 
those who harangue them produce 
only obscurantism and cant. It 
should be the other way around. 

Benjamin J. Waldeck, 

New York. 

. 


To the Editor: I would like to 
join the many readers who turned 
tables on Theodore Levitt’s article, 
Oct. 6, in ADVERTISING AGE, with 
this bit of corny prose: 

“What Profit a Man If...” 
Gosh, that Levitt sure can talk 
And did he make people squawk, 
To hear him tell, we all should sell 
It’s okay to go to hell. 

Well, I’ll bet he is really proud 
Not to be among the crowd, 
This then makes him stand alone 
Like the dog who likes no bone. 


But, I have hopes that Levitt will 


}S 
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thing | who are the bad? If the test is pro-, Learn the truth and better still, 


Turn his talents all the way 
By preaching good . . . without pay? 
Thomas V. Patano, 
Oak Park, Ill. 


‘Sure Enough Holiday’ 


Seems the Reward 


To the Editor: For all her flair 
for living, hasn’t this gal got a 
devilish gleam in her eye? Hasn’t 
she cleverly nudged that muzzle 
right under the poor guy’s first 


Oe 


4 e 


Some people have a flair for living 


worrpay 
Lig 


Theres a remanding mew wont for yas ARIDAY 


button and is all set to reward 
him with a sure enough “Holi- 
day”? 
George G. Warner, 
George Warner Advertising, 
Raleigh, N. C. 


Put Down That Gun 


To the Editor: I was very 
amused by the ad that appeared on 
Page 5 of your Oct. 27 issue. The 
headline reads: “Some people have 
a flair for living”...but after 
looking at the “apparent” direction 
of the gun she’s holding, one might 
comment, “But not for long!” 

T. C. Pickett, 

Account Manager, Ampex 

Corp., Boland Associates, San 

Francisco. 


Students’ Distaste Greater 
Than Distrust for Advertising 

To the Editor: In his thought- 
ful analysis of advertising’s pub- 
lic relations problem, constructive 
though it was, Kenneth Groesbeck 
may well be underestimating the 
job to be done (AA, Oct. 20). 

He refers to the Institute of 
Student Opinion survey, sponsored 
by Scholastic Magazines Inc., in 
which 11,000 high school students 
put “advertising-public relations” 
in 18th place out of a possible 20 
career choices. 

The “disrepute” that “advertis- 
ing is falling into” may be better 
indicated by the specific figures 
from this survey. Actually, of the 
10,868 boys and girls answering the 
career question, 10,777 preferred 
any other way of making a living 
(and the open-ended question gave 


them a chance to write in any 
choices we had not listed). 

The sample from which these 
respondents were drawn is sci- 
entifically designed to show nation- 
wide youth attitudes with an error 
deviation not exceeding 1%. Every 
state is represented by at least two 
schools; every size and type of 
high school is included; random- 
ness is exercised throughout. 

It could be argued, of course, 
that although more than 99.16% 
of the nation’s high school students 
intend to follow careers in fields 
other than advertising or public 


|relations, their distrust of these 


two fields is not so great as their 
distaste. 

But the figures are pretty grim, 
even so. It obviously is going to 


| take a lot of work indeed to make 
# these current consumers and fu- 
#|ture decision makers revise their 
|low opinion of functions that in 


fact are so vital to the American 
economy, so respected by the pub- 
lic as a whole. 
A. M. Harlow, 
Director, Institute of Student 
Opinion, New York. 


Two Readers Have Answers 
to ‘Tyler's Ten’ Ads 

To the Editor: William D. Ty- 
ler’s article in the Oct. 13 Apver- 
TISING AGE. Wilmot’ Breeden. 
“First fresh, new, different copy 
style we’ve seen in entirely too 
long a time.” He says. 

Piffle. He burbles. Displays ig- 
norance. Copy style old stuff. At 
least 125 years old. Good copy- 
writer, too. Name of Dickens. 
Charles Dickens. Wrote novels. 
Read “Pickwick Papers.” Seek out 
character therein. Name of Jingle. 
Alfred Jingle. Spoke utterly as I 
write, as ad wrote, as he admires. 

Same copy style also found 
Ogilvy Puerto Rico ads. Three 
years back. Rum. Shaggy dog 
talking to man. Plus vice versa. 

Surprised he didn’t know all 
this. Disappointing. Very. 

Enjoy his stuff anyway. 

D. M. Marshman Jr., 
Vice-President & Creative Di- 
rector, C. J. La Roche & Co., 
New York. 


To the Editor: I sure am 
amazed at venerable William D. 
Tyler for picking the “New GE 
Cord Reel Cleaner” ad for com- 
mendation (AA, Oct. 13). 

At the vital first glance the ad 
gets passed over, because who 
on earth wants a cleaner for his 
cord reel?! 

Donald W. Athearn, 

Account Executive, Peter J. 

Agrafiotis & Associates, Man- 

chester, N. H. 


ia + 
He Has a Solution 
for the Age Problem 


To the Editor: Fran Lee’s let- 
ter of Oct. 13 has more to worry 


ERALD-EXPRESS 
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PEORIA, ILLINOIS 
IS LARGER THAN ANY MARKET 
IN IOWA 
Metropolitan Peoria, Illinois has more people 


(293,200) . . 
come ($577, 124,000) . 


- More consumer spendable in- 
- more total retail sales 


($405,744,000) than any market in Iowa! 
Peoria Journal Star delivers a daily circula- 
tion-to-homes ratio of 94.2% in Metropolitan 


Peoria . 


- 100,000-plus circulation . 


. cover- 


ing a 13-county gated market. R.O.P. 


color 7 days a week . 


. ideal test market. 


Peoria Journal Star 
Ward-Griffith Co., National! Reps. 
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about than just a simple heart 
attack. It is entirely possible in the 
advertising business to be “dead” 
and still be walking around. Here 
in Chicago it is possible to be 
caught in a “lost client” situation 
and find yourself without a job. 

This is no problem if you don’t 
happen to be between the ages of 
40 and 50. In this group you are 
advised to take a “deep freeze” 
until you are 50. This is so you 
will avoid being included in their 
pension plan. I was hired but after 
stating my age the offers were 
withdrawn, since the provisions of 
these as well as many others make 
it next to impossible. In the pen- 
sion plan any employe in this age 
group must be approached with a 
direct evaluation: IS HE WORTH 
MORE THAN TWICE THE SAL- 
ARY? There you have some hard 
cold facts that are brutal but true. 
If you are over 50 they don’t have 
to include you in the pension plan. 
It really is so simple. 

However, it is possible to form 
your own agency. If you can’t join 
‘em, fight ’em! With all the big 
mergers there must be a place for 
a small agency where clients will 
judge you on ability and the re- 
sults you achieve . . . experience 
will prove its worth. 

Jack V. Schuller, 

Jack V. Schuller Advertising, 

Chicago. 

~ e . 


Says Value’s Lessened by 
Omitting Testimonial Name 

To the Editor: I want to go on 
record as agreeing with Mr. 
Henderson in the Oct. 27 issue 
(Voice of the Advertiser) about 
the unusually fine Zippo adver- 
tisement. 

It is a magnificent advertise- 
ment. 

However, it seems to me that 
the advertisement would have 
been doubly effective had they 
told us the name of the man 
responsible for the famous Zippo 
guarantee. Throughout the adver- 
tisement this man is constantly 
referred to—but his name is nev- 
er revealed. It seems to me that a 
great advertisement was con- 
siderably lessened in value and 
credibility by this omission. 

This leaves the reader the only 
possible assumption—that his 
name is so unwieldy, unusual, or 
unpronounceable that the adver- 
tiser did not wish it to appear in 
print! The story is still wonder- 
ful, but I’d sure like to know 
whom it is about! 

Hal Sandy, 

Hal Sandy Inc., Kansas City, 

Mo. 


‘Dust Thou Art ...* 

To the Editor: It was with a 
great deal of chagrin that I learned 
that my fellow account executives 
at Ruder & Finn were concerned 
with the fact that the Venetian 
Blind Institute was promoting Ve- 
netian blinds “without noting their 
drawbacks, such as the rapid ac- 
cumulation of dust.” 

Unfortunately, I was not present 
at the session in which this point 
was made. If I had been, I could 
have put my co-workers’ minds at 
rest. The Venetian Blind Institute, 
far from sweeping the dust on Ve- 
netian blind slats under the carpet, 
has tackled the problem and is do- 
ing something constructive about 
it. 

I should like to take this oppor- 
tunity to inform the readers of 
ADVERTISING AGE that the Venetian 
Blind Institute is “keeping faith 
with the public.” A research study, 
sponsored and subsidized by the 
Home Economics Department of 
Ohio State University on the whole 
subject of cleaning Venetian blinds. 
The study is being conducted in 
homes and in the laboratory. The 
problem will be fully explored 
and we believe that the findings 
(which will be broadcast through- 
out the land) will prove a boon to 
everyone who has ever flicked a 
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duster over their 


So let the dust fall where it may 
—ethically the Venetian Blind In- 
stitute is above reproach. 

Hannah Gornick, 

Ruder & Finn Inc., New York. 


Who Led the Procession? 


To the Editor: 


recent trend toward the appoint- 
ment of marketing directors, we 
“who was the first mar- 


wonder, 
keting director?” 


Perhaps readers of ADVERTISING 
AGE would like to send in their 


nominees. 


1. Who was first? 
2. What company was he with? 
3. In what year was he appoint- 


ed? 


4. What were his tasks? 
In the interest of appropriate 
recording, 
make an interesting inquiry. 
Or perhaps you know, without 
asking your readers. I don’t! 
E. L. Deckinger, 


historical 


Vice-President, 


tising Agency, New York. 


blinds. 


In view of the 


this might 


Grey Adver- 


LEADS THE STATE WITH 


Metropolitan Area, 1950 Census... 


77% \NCREASE IN POPULATION 


141,216; 1958 . . . 250,000" 


Rocco sod estimate, Valley National Bank 


MORNING & SUNDAY 


2 Independent Newspapers hs 


Represented | inet by Cresmer & Woodward, Pe. 
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IF YOU WANT TO COVER ARIZONA, THE STAR & CITIZEN ARE A MUST! 
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WHAS -TV 


LOUISVILLE 


el 


WHAS TELETHONS 
HAVE RAISED 
$1,000,110 

FOR HANDICAPPED 
CHILDREN 


$1,000,110 has been contributed to six 
WHAS Telethons. Professional produc- 
tion, ability to demonstrate the need, 
good talent, much of it from WHAS- 
TV's own staff, and viewers’ confidence 


that their money would be spent wisely 


prompted the overwhelming response. 


Their money has built classrooms and 


playgrounds, trained instructors, per- 


iF itis BIG 
AND IMPORTANT, 
is on WHAS-TV 


formed operations, purchased artificial 


limbs and a muscular dystrophy bus.. . 
tested the hearing of 95,000 children, 
established Kentucky’s first cancer clinic 
for children and first cleft palate and 
harelip clinic, and much, much more. 
When BIG, IMPORTANT things are 
accomplished in Louisville television, 
they’re accomplished on WHAS-TV. 


Your Advertising Deserves WHAS-TV Attention . . . 
with the ADDED IMPACT OF PROGRAMMING OF CHARACTER! 


WHAS-TV 


Fishie 


Foremost In Service 
Best In Entertainment 


WHAS-TV CHANNEL 11, LOUISVILLE 
316,000 WATTS — CBS-TV NETWORK 
Victor A. Sholis, Director 


Represented Nationally by 


HARRINGTON, RIGHTER & PARSONS, INC. 
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THE 
LANDING 


as seen by 


JOHN BURGOYNE & BILL MASTERSON 


We came across a real eye-brow 
raiser recently. Seems like the local 
law enforcement folks spotted a fel- 
low perched up in a cherry tree. 
When they asked him what he was 
up to, his retort without blinking an 
eye—“I'm looking for apples.” 


We'd say our tree-climbing friend 
is a little mixed up on his fruits. But 
it’s just to avoid making the same 
kind of mistake—that folks with new 
products to test, or promotions to 
check—seek out Burgoyne. These ad- 
vertisers and agencies don’t want to 
be misled. They want to get accurate 
and honest facts as they exist. And 
that, brother, is what we do. 


zk. @ 


Burgoyne gets their information 
from permanent test panels of gro- 

cery and drug stores operating in the 

nation’s best test markets. The facts 

obtained from these panels furnish 

the basis for accurate and compre- 

hensive Burgoyne Sales Studies. The 

reason Burgoyne Sales Studies are 

so completely accurate, is that each 

study shows actually and precisely 

the movement of products by brand 

from shelf to consumer. In addition 

—each study shows purchases by re- 

tailers, as well as retailer inventories. 

And best of all—Burgoyne is set up 

to operate in about three dozen test 

cities from coast to coast—so that | 
clients pay only for the facts—not for 

getting organized to carry out a fact- 

finding expedition. 


x. ee 


When you next plan a market test 
—call Burgoyne. Eighteen years of 
experience in the market research 
business has won for our organiza- 


tion the reputation of consistently | 
delivering the facts as promised—a | 


claim backed up by a lot of happy 
clients. 


CROCERV YA ORUE J /MOEX INC 


FURST MATIOWAL BANK BLOG. CINCINNATI 2, OnI0) 
| 


Noell 
PROMOTERS—Barry Urdang, 


Assn., 


la Hatte Urdang 

Philadelphia Bulletin, 
president of the National Newspaper Promotion 
is shown at the NNPA southern regional 
meeting at Charlotte, N.C., with Charles A. Noell, 
Winston-Salem Journal & Sentinel; 


Patricia La 


Long Nolan 


W. Va.; 


Williams 
Hatte, Atlanta Journal-Constitution; David E. Henes, | ‘Nahas and Mr. Blumberg co-own 
Charlotte Observer; Paul W. Long, Huntington Pub-| the agency with Lester Kamin. 

lishing Co., Huntington, 
Norfolk Newspapers Inc., and Bill Williams, Greens- | Marks Joins ‘Diners’ Magazine’ 
boro News-Record. 


Advertising Age, November 24, 1958 


tor of Industrial Marketing and 
Advertising Requirements, has 
been elected president of the Mail 
Advertising Club of Chicago. He 
succeeds Robert Enlow, American 
Medical Assn. Other new officers 
include George Collins, Encyclo- 
pedia Britannica, ist vp; Alan 
Drey, Walter Drey Inc., 2nd vp; 
Alice Burnham, Brookes & Sons 
Co., secretary, and Marnell O’Bry- 
an, Gaw-O’Hara Envelope Co., 
treasurer. 


Kamin Agency Changes Name 

Kamin Advertising Agency, 
Houston, Tex., has changed its 
name to Kamin-Nahas-Blumberg. 
The name reflects the addition to 
the agency of Fred Nahas, formerly 
president of KX YZ, Houston, who 
has become sales, talent and pr vp 
for the agency. B. L. Blumberg 
has been with the agency for 10 
years, the last six as exec vp. Mr. 


James M. Nolan, | 


Lawrence B. Marks, formerly an 
account executive with Daniel & 


Restaurateurs Irked 
by Credit Cards, 
‘Food Service’ Says 


Mapison, Wis., Nov. 18—Cus- 


it in poorer food quality, less ef-| Mail Ad Club Elects Hodgson - 
| ficient service, or in other ways. 


“Instead of making the restau- 
rant responsible for this surcharge, 
or service fee, why cannot the 
Diners’ Club and the American 
Express Co. simply add that charge | 


tomers may be satisfied with the| to the monthly bill of the consum-| 


burgeoning credit-card business, 
but restaurant men are irked by 
having to pay a 7% collection pre- 
mium for these diners, Food Serv- 
ice says. 

A short “Open Memo to Credit 
Card Clubs” in the November is- 
sue notes: 

“The Bureau of Internal Reve- 
nue and the pressure of their own 
firms for expense report account- 
ing has made credit cards a real 
convenience to business firms and 
to their employes.” 

The memo then asks: 

“Why should a restaurant man- 
ager have to pay for this valuable 
convenience of his customers; and 
for the most part customers who 
are transients?” 


s And then the memo goes on to 
whang the button dead center: 
“Why isn’t it practical for the 
consumer to pay for this credit card 
service directly? 
“If he doesn’t pay for it direct- 
ly, he will most assuredly pay for 


ler? 


s “That way, the restaurants) 
would be rid of the nuisance and | 
cost of serving credit card accounts. 

“Furthermore, more restaurants 
—more top flight restaurants— | 
would enthusiastically sign up 
with leading credit clubs and the 
stimulating effect on consumers | 
would be tremendous.” 


| 
Zeidner Joins ‘Women's Wear’ | 
Gerald L. Zeidner, for the past| 
two years with the U.S. Army, has| 
joined the advertising sales staff 
of Women’s Wear Daily, New 
York. He previously was with! 
Fairchild Publications. 


Netburn to Royer & Roger 

Marvin Netburn, formerly ad- 
vertising manager of Dictograph 
Products, has joined Royer & Rog- 
er, New York, technical writing | 
company, as advertising and sales| 
promotion manager. 


Charles, has joined Diners’ Club 
Magazine, New York, as associate 


Richard Hodgson, executive edi- national advertising director. 
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@ Sources: 


Spee : eee ee ie 
Chicago, New York, Cleveland, Detroit, Atianta, San Francisco, 


Spot Color 
is available 


‘Roanoke Virginia 
bie | 
Primary Market i is 


*Pecccece®” 
¢ Serves 16 counties 


¢ Completely isolated 
© Ideal Test Market 


THE ROANOKE TIMES and THE 
ROANOKE WORLD NEWS are the 
only newspapers that cover the third largest pri- 


pers’ 


mary newspaper market in Virginia. There are 
552,000 people in this rich Roanoke and West- 
central 16-county area of 7,516 square miles. 


Nearly Half-Billion-Dollar Market 


100% 
95% 


65% 


coverage 
Roanoke City 
coverage 61 
principal cities 
and towns 
coverage 16 
county primary 
market 


ROANOKE 


National Representatives 
SAWYER — FERGUSON — WALKER co. 


The ONLY newspapers that reach daily this 
fabulous, and completely independent 
market of over ONE-HALF-MILLION 
PEOPLE, are The Roanoke Times and The 
Roanoke World News. Detailed facts on 
request. 


TIMES AND 
WORLD-NEWS 
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Ratings No 
for Nielsen, 


(Continued from Page 1) 
thorized but unissued shares of 
the company, which will provide 
uncommitted funds which the 
company can use as working cap- 
ital. Another 62,280 shares con- 
sists of holdings by existing 
Nielsen stockholders, who are dis- 
posing of a portion of their shares. 


® Since 1944, the company’s reve- 
nues have climbed steadily from 
$3,842,000 to $24,132,000 in 1958, 
with revenues doubling between 
1954 and 1958. Net profit trailed 
off steadily from $393,000 in 1946 
to $49,000 in 1948 and a loss of 
$120,000 in 1949. By 1952 it was 
back to $260,000, reaching $540,- 
0CO in 1954 and more than dou- 
bling by 1958. The company 
skipped dividends in 1949 and 
1950. Since then the rate has 
climbed to 60¢ per share in 1958, 
and a dividend of 25¢ has been es- 
tablished as the first quarterly 
dividend on the new stock, pay- 
able in February, 1959. 


® Under the reorganization the 
company has 480,000 shares of 
Class B special stock and 505,500 
shares presently outstanding of 
common stock. The Class B, which 
is all owned by A. C. Nielsen, is 
limited to a maximum annual div- 
idend of one mill per share, or a 
total of $480 for the entire 480,000 
shares, but it gives Mr. Nielsen 
480,000 votes. The 480,000 shares 
of B stock, together with 224,460 
shares of common currently held 
by members of the family, give the 
Nielsen family 71.5% of the voting 
power at the present time, the 
prospectus reports. Since it is 
selling 18,000 shares of its com- 
mon at a time when the company 
is issuing 64,500 new shares, the 
Nielsen interest will be reduced to 
65.4% of the voting power, and its 
holding of common stock will 
shrink from 44.4% at present to 
36.2%. 


s A total of 24 existing stockhold- 
ers are proposing to sell portions 
of their holdings. Mr. Nielsen’s 
sale of 18,000 shares, out of his 
personal holding of 178,080, is the 
largest. Others include Richard F. 
Knott, a director, who holds 57,- 
540 shares and is selling 12,000 
and Frederick K. Leisch, exec vp 
and director, who is selling 6,000 
shares and retaining 18,000. Also 
Bertha I. Pritzlaff, who proposes 
to sell half her 9,000 shares; Ed- 
ward L. Lloyd, exec vp, of Oxford, 
England, who holds 14,040 and 
proposes to sell 3,000; Philip D. 
Reed, who owns 13,500 shares and 
proposes to sell 2,700, and Helen 
Douglass, who owns 5,360 and pro- 
poses to sell 2,040. Other blocks 
being sold range from 60 shares to 
1,980, including 600 shares out of 
6,000 held by Edgar Kobak. 


® The prospectus reveals. that 
three-fourths of the company’s 
revenues during the past year 
came from the food and drug di- 
vision, set up in the early 1930s to 
provide a continuing flow of in- 
formation to clients about sales of 
their products at the retail level. 

At the end of the 1958 fiscal 
year, it reported, the food and 
drug division had 126 clients in 
the U.S. under 340 separate con- 
tracts. 

The prospectus reports that 
Nielsen’s radio and tv services 
have 400 clients in the U. S. and 
Great Britain under continuous 
contract, and one-time contracts 
with at least 190 others. 


= Because of the considerable 
fixed expense involved, it has 
been difficult to operate the 
broadcast division at a profit, the 
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Bonanza 


SEC Told 


statement observes. “The compa- 
ny incurred substantial losses in 
the broadcast division operations 
from the inception of such opera- 
tions (in 1942) until fiscal 1957,” 
it reports. “Such losses in the 
broadcast division, which severely 
restricted consolidated profits for 
a number of years, reached a peak 
in 1949 when they more than off- 
set the profits in other divisions 
and caused the company to oper- 
ate at a loss on a consolidated ba- 
sis. 

“The dramatic increase in the 
use of television as an advertising 
medium since 1951 has afforded 
the broadcast division additional 
revenue, enabling it to reduce its 
losses in the U.S. from year to 
year despite problems created by 
the decline in the relative impor- 
tance of radio,” it reports. It adds: 
“The broadcast division in the 
U.S. has operated at a modest 
profit in the U.S. during the past 
two years.” 


« Broadcast losses have also been 
high in Great Britain, the compa- 
ny says, so that the British subsid- 
iary shows a loss despite revenues 
from food, drug and other services 
which it sells. 

As a likely next step in expan- 
sion of its tv service, Nielsen says 
a new form of its patented Audi- 
meter can provide substantially 
continuous reports on tv viewing. 
Until recently, it says, the cost for 
an instantaneous rating has 
“tended to limit commercial ap- 
peal,” but now the company is ex- 
ploring with clients the possibility 
of speeding up the tv rating serv- 
ice. “In the event the company 
proceeds, as planned, to offer ‘in- 
stantaneous’ service on a substan- 
tial commercial basis,” the pros- 
pectus cautions, “it is likely that, 
as in the case of many new ven- 
tures, revenues, at least in the early 
stages, will not cover expenses 
involved.” 


= Nielsen points out that another 
company recently began offering 
service using a device which fur- 
nishes an instantaneous report in 
many tv cities. Nielsen says it 
feels this device infringes Niel- 
sen-held patents and that it has 
filed suit to enjoin any infringe- 
ment. 

In addition 


to instantaneous 


ratings, Nielsen also talks of ex-| 


pansion for its station index. Since 
it was started in 1954, this service 
has used Audimeters, and diaries 
(controlled by Nielsen’s patented 
Recordimeter) to provide audi- 
ence information by quarter hours. 


Lorillard Revises Management; 
Revamps Ad Operation 

P. Lorillard Co., New York, has 
revised its top management and 
has revamped its advertising op- 
eration. Tom Tausig, formerly as- 
sistant director of advertising, has 


been named to the new post of ad-| 


vertising manager. He will report 
to the company’s committee on ad- 
vertising, which includes the board 
chairman, president and the sales 
vp, in addition to the ad manager. 

Lewis Gruber, formerly presi- 
dent, has been named board chair- 
man and chief executive officer; 
Harold F. Temple, previously vp 
and sales director, is the new presi- 
dent, and Manuel Yellen, formerly 


vp and advertising director, has| 


been made vp and sales director. 


Becomes Adams & Cooper 
Robert E. Adams Co., Philadel- 
phia, has changed its name to Ad- 
ams & Cooper. Mr. Adams is pres- 
ident, and Frank N. Cooper, 
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Dollar Stamps 
BUY “OUR DEAL” an SAVE!! 


AND RECEIVE AT NO EXTRA COST... 


500 "1000 


ON EVERY NEW CAR 
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FRIENDLY DEALERS—Nine St. Louis auto dealers joined in this b&w ad in 
St. Louis dailies Nov. 12 to promote P-I-P Dollar stamps, which 
they all offer. The dealers have organized an Automobile Dealers 
P-I-P Advertising Assn. to advertise regularly in connection with the 
stamp program, just introduced in St. Louis (see story on Page 16). 


Buick Sought Real 
M.D.s for Tv, but 
Now Won't Use ‘em 


(Continued from Page 1) 
networks, as such, but by the 
National Assn. of Broadcasters 
code, which sets industry standards 
for networks and stations. 


® As in the case of the medicines, 
the county medical society urged 
doctors not to yield to the tempta- 
tion of picking up extra money by 
“capitalizing on his M.D. degree as 
a subterfuge for an actor who had 
previously done the job.” Doctors 
were advised to be guided by these 
words in the by-laws of the so- 
ciety: “Participation by physicians 
in commercial broadcasting is not 
disapproved, providing that . . 
the physician does not endorse the 
products of the organization spon- 
soring the broadcast.” 

Paul Foley, senior vp at Mc- 
Cann-Erickson, Buick’s agency, 
said the agency some time ago 
abandoned the idea of a series of 
commercials in which a doctor, as 
well as several other real profes- 
sionals, would have been used, be- 
fore they got around to making a 
concrete offer to a specific doctor. 


pendability of the car in use, but 
the doctor would not have been 
| asked to endorse the product, Mr. 
Foley continued. 


@ The McCann-Erickson executive 
said the code ban on make-believe 
doctors has nothing to do with this 
situation, since only a real doctor 
would have fitted into this se- 
quence as planned. 

The idea for this series was 
abandoned—for the time being at 
least—Mr. Foley said, because (1) 
the agency and Buick decided to 
concentrate the tv sell on a com- 
pany spokesman and (2) these 
commercials did not fit in with 
the mood of the “Bob Hope Show” 
(NBC-TV). 

Mr. Foley did not remember the 
details of the offer made to the 
doctors, but he said McCann does 
not have the authority “to make 
deals” on new Buick cars. + 


Nemarow Gets Teakwood 

| Bangkok Industries, Philadel- 
| phia importer of teakwood flooring 
|from Thailand, has appointed Ne- 
marow Advertising Agency, Phil- 
|adelphia, to handle its advertising 
and sales promotion. The agency 
plans to use architectural maga- 
zines and business papers circula- 
ting among interior decorators and 
office designers during the first 
year, followed by consumer adver- 
tising in such books as Better 


They would have shown the de-| 


Buell Patterson, 


Ad, PR Veteran, 
Is Dead at 63 


New York, Nov. 19—Buell A. 
Patterson, 63, an account executive 
with Communications Counselors 
Inc., a subsidiary of McCann- 
Erickson, died last night in Miami 
of a heart attack while returning 
here from a business trip to Ha- 
vana. 

Mr. Patterson, a widely known 
public relations man, was also a 
former sports columnist, radio 
broadcaster and advertising re- 
search executive. 

Born in Chicago, he was gradu- 
ated from the University of Chi- 
cago in 1917 and served in the 
Army in World War I. After the 
war he operated his own public 
relations company in Chicago, and 
founded and was first president of 
the Publicity Club there. He was 


.| then associated with Montgomery, 


Ward & Co. in St. Paul. 


® In 1924 Mr. Patterson joined the 
staff of radio station KYW in Chi- 
cago, and broadcast major sports 
events over seven Chicago stations. 
A few years later he became sales 
promotion and advertising research 
manager for the General Motors 
Corp. For about 15 years before 
World War II he wrote two syndi- 
cated columns, “America Out of 
Doors” and “Dog Chats,’”’ which 
were distributed to 110 daily news- 
papers by the North American 
Sportsmen Bureau. 

Mr. Patterson was one of the 
first to do public relations work 
for the aviation industry. He was 
advertising sales promotion man- 
ager for the Curtiss-Wright Corp. 
in the 1940s. He later became pub- 
lic relations director of American 
Airlines, and from 1951-54 held 
a similar position with Pan Amer- 
ican Grace Airways. 

He was later public relations di- 
rector for U.S. News & World Re- 
port and other organizations. 


HORACE LOOMIS 

MriAmIi, Nov. 18—Horace E. 
Loomis, 57, a pioneer advertising 
executive in South Florida, died 
Nov. 14 of a heart attack at Jack- 
son Memorial Hospital. 

Long prominent in Florida ad- 
vertising and pr, Mr. Loomis was 
a vp of Grant Advertising, Miami. 
Previously he directed public re- 
lations for the Miami Transit Co. 


and the Miami Beach Railway Co. | 


Mr. Loomis came to Miami in 
1919 after attending the University 
of Florida and serving in the Ma- 
rine Corps in World War I. He was 
business manager of the old Miami 
Metropolis, which later became the 
Miami News. 

In 1926 he was a founder of one 
of Miami’s first agencies, Loomis, 
Bevis & Hall, which advertised 


formerly vp of sales and advertis- | Homes & Gardens, House Beauti-| such developments as Coral Gables 


ing at Camden Fibre Mills, is vp. 


| ful and McCall’s. 


jand Hollywood. 
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Wexton Gets N. Y. 
Dodge Retailers’ 
$1,000,000 Account 


(Continued from Page 1) 
counts, and all but one—Cleve- 
land—are handled by Grant. How- 
ard Grider Advertising Agency, 
Cleveland, handles advertising in 
that city for Dodge dealers. 

The account embraces 100 deal- 
ers in New York City, Nassau and 
Suffolk Counties and northern 
New Jersey. The appropriation is 
a combination of dealer and fac- 
tory contributions totaling about 
$26 a car. Joseph Schneider, pres- 
ident of Schneider-Trotte Corp., 
Hempstead, is president. 


® Besides not naming Grant, an- 
other unusual element was the se- 
lection of the comparatively small 
Wexton agency—which competed 
against Grant and Warwick & 
Legler. Mr. Schneider explained 
that Wexton was named because 
it presented the “best sales pro- 
gram.” 

About 50% of the account will 
go into paid media, the rest into 
marketing and promotional activ- 
ities. The campaign breaks next 
month, with emphasis on bringing 
traffic into Dodge showrooms. 

Wexton’s president, Larry 
Schwartz, characterizes it as “one 
of the most revolutionary sales 
campaigns ever conducted for a 
group of automobile dealers.” 

The Wexton agency reports bill- 
ings of about $5,000,000 in 1958, 
of which some $1,500,000 is in 
capitalized fees. 1957 billings were 
$1,716,230, with $537,690 capi- 
talized. Among the accounts add- 
ed this year were Takashimaya 
Department Store, Harman-Kar- 
don hi-fi, Cormac Photocopy Corp., 
Fine Editions Club, Rockbar Corp. 
and Organ Corp. of America. # 


Carlock Named 
Board Chairman 
of B. D. Adams 


(Continued from Page 1) 

ing a merger, but negotiations sub- 
sequently broke down. Mr. Carlock, 
who had been a top executive at 
C&H since 1950 and whose position 
on the merger was never publicly 
stated, resigned shortly after (AA, 
Oct. 6) because of “amicable dif- 
ferences of opinion” with the agen- 
cy. 


s An adman since graduation from 
the University of Minnesota in 
1924 (except for a brief stint in 
editorial work for Fawcett Publi- 
cations and the Encyclopaedia Bri- 
tannica), Mr. Carlock has a repu- 
tation in the ad business as being 
“heavy” in the insurance and fi- 
nancial ad fields. 

Following a job as an advertising 
and pr consultant with Metropoli- 
tan Life Insurance Co., Mr. Carlock 
moved to Benton & Bowles in 1941 
as account executive for Pruden- 
tial Life Insurance Co. In 1950 he 
moved with the account to Calkins 
& Holden. The $5,000,000 insur- 
ance account switched in April, 
1957, to Reach, McClinton & Co., 


following Hay McClinton, who quit 
as president of Calkins to join 
Reach in a similar capacity. 

Mr. Carlock stayed on at C&H 
las a vp and partner, specializing 
|in the creative and client ends of 
| the agency. # 


Adds ‘Heating’ to Name 

The name of Air Conditioning & 
Refrigeration News, business paper 
published in Detroit, has been 


changed to Air Conditioning, Heat- 
ing & Refrigeration News to better 
describe the market covered by the 
| publication. 
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sentative (Classified only); 


NOTICE 

Due to the Thanksgiving 
holiday the deadline 
for all classified 
advertising will be Nov. 25 
for the Dec. | issue 


THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. Add 
two lines for box number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
Classified Departments, Inc., 4041 Mariton Ave., 
Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 
preceding publication date. Display classified tekes card rate of $18.75 per column 
inch, and card discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 30, 1958 


Los 


41,961 


HELP WANTED 


CREATIVE COPY OPPORTUNITY 
If you have a proven record for creating 
selling ads and promotion pieces, this 
small, growing mid-western agency 
offers a big future. You must be able to 
plan and write all types of materials 
to meet needs of one of the largest con- | 
sumer accounts as well as the needs of | 
small industrial accounts. At least 10-| 
years copy experience required including 
major appliance writing. Please state sal- 
ary required. Location within 100 miles of 
Chicago. 
Box 1944, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
209 So. State St. HA 7-1991 Chicago 


HELP WANTED 


Advertising Age, 


HELP WANTED 


November 24, 1958 


| POSITIONS WANTED 


BARNARD’S 
Nation-wide Placements 
In Advertising and Related Fields 
Exec, Copy, Art, Production, Editorial, 
PR, TV-Radio, Sales, Secretarial, Etc. 
Call Miss Barnard 
WA 2-2306, 202 8. State St., Chicago 4 


ADVERTISING we SALESMEN 
MIDW 

~ 9 ay Chicago ae E needs man 

of above average ability with or without | 
specific space selling experience for in- | 
dustrial publication. Compensation above | 
average in line with sales ability. Give | 
resume of experience, education, etc. 

Box 2018, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


LAYOUT ARTIST for expanding eight- 
man Colorado agency specializing in fi- 
nancial accounts. Need artist who shys 
away from bread and butter... who 
wants to be and can be creative. Must 
know production. We promise an unsur- 
passed way of life for family, unexcelled 
| Climate and schools—not over 10 minutes 
from home to work. Salary to $9,000. 
|Send complete resume to Advertising, 
Inc., 602 Colorado Insurance Group | 
Building, Boulder, Colorado. 
MOLENE | 
.-Mablic Relations 


Shaina 
Copywriters .<dvg. Managers | 
Artists ...... Media "Production . Service 
“All is grist, which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 3) 


TO A 


COPYWRITER 


not looking for a job 


WRITE—-DO NOT PHONE... 


Perhaps you've thought about a change, but you haven't 
let yourself get too distracted with the idea. You're busy, 
and a little behind, and you like it that way. But, some- 


times, you wonder . . . 


You wonder what it would be like occasionally to 
write an ad that didn’t have to begin with Now! New! 
At Last! Finally! You wonder what it would be like to 
have just a little more freedom .. . to be able to take a 
chance now and then... 
idea and see it brought along brilliantly by a top artist 
or designer. You wonder what it would be like to be out 
of the city—out of the pattern. 

It may be that destiny will direct you to Abbott Lab- 1 
oratories, which is a pharmaceutical company just forty- 1 
five miles north of Chicago. We need a man, and we need 


him soon. 


to start really fresh with an 


| 


What is it like at Abbott? } 
Well, it’s friendly, of course, but they all say that. It’s 


comfortable (new offices) and it’s convenient (we all 


live in the suburbs) and 
s fun. 


You would join our creative staff and sooner than 
you think be turning out some pretty finished copy to 
physicians and pharmacists. It would be a different type 
of ad you would be writing, but not as different as you 
think. You would be quickly disabused of the notion that 
vigor and dramatics—hard sell—have no place in phar- 
maceutical promotion. But you would survive nicely 


without the exclamation 


minded, perhaps more forcefully than ever before, of the 
power—and the discipline—of restraint. 

Most of the time, of course, you’d be writing. But 
another very important part of the job here at 
Abbott. We encourage—and we expect—our promotion 
people to extend themselves beyond the writing assign- 
ment into many phases of marketing inquiry and strat- 
egy making. It means that, 
much of the responsibility for the planning and promo- 
tion of your assigned products. 

Now, if you think all this would bore you, don’t bother 
to write. But if you like the sound of the job. . . if you’re 
around thirty and have at least three good years of ex- 
perience behind you . . . if you’d like to take on some- 
thing that could broaden you professionally and crea- 
tively and give you perhaps far more responsibility than 
you've ever had before, do this: 

Write us a letter, and send us some samples. Anything 
that will give us an idea of your feeling for words—and 
the nature of your ambition. Give us an idea of your 
salary requirements, and tell us when you can come. 

If you think you’re our man, write us tonight. We'd 
like to have you come soon ... and stay a long, long time. 


CREATIVE DIRECTOR, 
ADVERTISING AND PUBLIC RELATIONS 


LABORATORIES 


there’s 


ROBERT BEINE, 


ABBOTT 


NORTH CHICAGO, 


it’s relaxed and it’s busy and 


| 


point, and you would be re- 


eventually, you would assume 


ILLINOIS 


| To 


| Salary. Mr. 


RADIO-TV ACCOUNT EXECUTIVE 
work on large and growing account 
Well established agency, twelve years 


|} old and ranked among the top handful in 
| this 


mid-western market. Must 
agency background, strong 
in electronics media, crea- 
personality. Sal- 


major 
have good 
specialization 
tive flair, and forceful 


jary is open but will be generous in pro- | 
grow with | 
them. Write sending full details. Our em- | 


portion to abilities and will 


ployees know of this advertisement. 


Box 2025, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Dlinois 
TOP-FLIGHT 

INDUSTRIAL ADVERTISING MAN 
Industrial advertising agency in Detroit 
is seeking man in the 35-45 age area with 
following qualifications to work directly 
with one of owners: 


perience. His background should include 


|at least five years as advertising manager 
fon account spending minimum of $250,- 


000, using all appropriate media and 


| placing major emphasis on metalworking | 


or aircraft industry. Work as responsible 


|account executive in advertising agency 


handling substantial industrial accounts 


|is acceptable substitute. He must have 


proven ability in creative thinking on 
successful campaigns and be capable of 
conceiving and executing complete pro- 
grams. He must be a highly skilled copy- 
writer and his background should include 
|broad general business experience with 
jemphasis on selling in industry. All re- 
|plies in absolute confidence and no re- 


|ferences will be contacted without per- 


mission. Please send resume of experience, 
snapshot and salary requirement to 

Box 2023, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN 

Specialized food trade book needs young 
energetic experienced man for staff. Must 
handle all details. Some travel. Knowl- 
edge food distribution most desirable 
Mulville. Wabash 2-0567. Chi. 

ADVERTISING ASSISTANT 
| Ideal spot for bright beginner or person 
with one or two years advertising expe- 
rience. Industrial and agricultural man- | 
ufacturer can offer solid future to tal- 
}ented, capable person. Located in 
| southern New York State. Write telling 
us why you want job and what you can 
offer us, include salary requirements. 

Box 2024, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

EXECUTIVE & CLERICAL 

EXPERIENCED & TRAINEE 

Publishers Employment 
469 E. Ohie St., Chicage, SU 7-2255 
ACCOUNT 
EXECUTIVE 

Rapidly growing smaller agency, serving 
industrial accounts in Middle Atlantic 
States, needs man between 30 to 


tion background preferable. Salary open. 
Excellent future. All replies confidential. 
Send resume to Foster and Green, Inc., 
16 E. Chase St., Baltimore 2, Md. 


BUSINESS PUBLICATION WRITER OR 


| EDITOR WITH engineering knowledge in | 


and industrial me- 
such as heating, 


field of commercial 
chanical construction 


| piping and air conditioning for top-notch | 


editorial staff position in Detroit. Write 
=. L. Henderson, Air Conditioning & Re- 
frigeration News, 450 W. Fort St., Detroit 
26, Michigan. 


POSITIONS WANTED 


WHO CAN HELP ME? 
Brand Manager, age 30. Political Science 
& Law graduate. In big Adv. Agcy., Paris, 
France; would like additional experience 
USA, even less important job. Can obtain 
immigr. visa shortly if promised a job in 
advance. Complete resume on request. 

WHO CAN HELP ME? 

Box 2026, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
“PSSST” OR POW!? 
PERSUASION OR PUNCH!? 

ADV/PUB RELS MAN & TECH WRITER 
combined can give you either. Can tell & 
sell—ideas or bolts. Pull’s high. Have 
many industry firsts. Samples and/or 
records attest. Have 12 yrs. exp. Prefer 
PR. Creative atmosphere vital. Write (Air 
Mail) P.O. Box 22, Bladensburg, Mary- 
land. 

NEED ANOTHER PLAYER ON YOUR 
PACKAGE DEVELOPMENT TEAM? 
Experienced designer, age 48, now run- 
ning one man department, branch plant, 
major box manufacturer, prefers team 

play. Northeast only. 
JAMES T. REILLY 
40 Elmwood Avenue, Geneva, N. Y. 
ADV. ARTIST - 10 YRS. EXP. 
Finished art, layout, retouching; thoro. 
knowl. of production, management, graph- 
= arts. Age 36, family man. Avail. Feb. 1, 


Box 2027, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MARKETING EXECUTIVE 
12 years heavy experience in sales and 
advertising with major industrial firms 
and top ten 4-A agency. Proven ability 
to translate research into effective sales 
campaigns. Well-grounded in product de- 
velopment and distribution; can trans- 
form my knowledge into sales for you. 
Will relocate for five-figure salary. 
Box 2028, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADV. MANAGER/CREATIVE DIRECTOR 
Ten year background in national, interna- 
tional and retail consumer advertising 
and S.P. Highly creative-capable admin- 
istrator. Exp. all media. Age 34. Salary 
$11,000. 
Box 2028, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ONE OF NY’s TOP COPY MEN can be 
practically stolen. Broad experience with 
agencies on national accounts—foods, 
package goods, liquors, motor cars, bag 
and others. Has been earning $25,000 to 
$30,000 yearly (will prove) but will take 
a lot less with a growing agency that 
can use business-getting ideas. Will re- 
locate. 
Box 2030, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


He should have | 
technical education or equivalent in ex- | 


45 for | 
|}new business and service. Some produc- 


TOP FLIGHT ANIMATOR 
| 10 yrs. exp. tech.& popular TV comms age 
35 seeks studio offering better prospects 
Box 2031, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 
Imaginative contact man. Seme copy. 
Available agency or advertiser. 7 yrs 


exp. 2 in south. Auto, food, others. Will 
travel. Relocate. Familied. $10M. 

Box 2032, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


| Cepywriter or Managerial Capacity 
| Can create sound copy. Also strong in pro- 
| duction, administration. Success in direct 
mail, including sales promotion. Handle 
other media as well. College grad. 7 yrs. 
| advertising exp. Have been sis. prom. mgr 
Age: 33. Seek agency or mfr. 
Box 2041, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN 

Adv. Exec. & veteran space salesman 
seeks position with consumer or trade 
publication. Impressive sales & prom. 
record. Age 32, B.S. 
Box 2033, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

IF YOU'VE EVER SAID, ‘““‘THERE’S 
| NO SUBSTITUTE FOR TALENT.” 
I'm 31, Chicago advertising agency ‘copy 
|chief & magazine consultant, top clients. 
| Former newspaperman. Know advertis- 
Ee publishing, sales promotion, public 
relations. Have written radio, TV, movies. 
Earning $10,000. Send for resume. 


Box 2034, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Available to represent newspaper in N.Y. 
| and the East on a commission basis with 
| expenses for travel, at age 47, 30 years 
| experience. Contacts in companies and 
|}agencies at all levels top sales record 
| and references. 
Box 2035, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
FREE LANCE 
| Unusual Radio T.V. Commercials, Com 
Service, Box 1146-Grand Central Station, 
New York 17, New York 
GOOD ADMAN 
Creatively administrative acct. exec., 10 
yr. all functions-mostly major 4A agency. 
| 31, married, coll. grad. Resume now. 
Box 2036, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TV-FILM MAN-CREATIVE-AGENCY 
WRITER - PRODUCER - DIRECTOR 
Can Plan - Organize and Produce Com- 
mercials Live or Filmed - Top Network 
Credits - Appliances - Foods - Cosmetics 
- Also Proven Record Industrial Sales 
Films - Film Strips - Sales Meetings - 
All Audio Visuals. Degree - Age 31 - Chi. 
- Milw. - Mpls. Resume on request. 
Box 2037, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAILABLE 


EDIT - SELL - PRODUCE 
| Can take over all your publishing head- 
aches. Our company in Los Angeles spe- 
cializes in all publishing functions for 
small trade papers or house organs. We 
can handle a few more. Te inquire write 
or phone Mr. HERB HAIN, 588 N. Larch- 
mont Blivd., Los Angeles 4; Ph: Holly- 
| wood 7 7-6860. 

“I'M THINKING SERIOUSLY... .” 
of starting my own publisher’s rep. firm 
Chicago - Midwest. Need 2 more good 
books Young-Energetic-High Grade Sales- 
man. 

Box 2038, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 
Industrial Trade Publication for Sale. 
Shows increasing profit picture each year 
over past 5 years. Publisher with good 
sales staff can make this magazine a 
$1,000,000 property. 

Box 2015, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Merchandise Trade Publication for Sale. 
Recently established monthly will have 
near break-even revenue in 1959, show 
profit in 1960. Publisher selling to help 
finance larger undertaking. 

Box 2039, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 
ACTIVE PUBLISHER WILL BUY a na- 
tional non-consumer publication which 
has reasonably good background and/or 
potential. Can absorb editor and assistant 
into present congenial operation of two 
national trade magazines. Please send 
last three issues, rate card and statement 
of circulation. 

Box 2040, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

TRADE PAPERS WANTED 
by several publisher contacts. Serious, 
responsible. Any size. Write in confi- 
dence. C. K. Feinberg, Publications Bro- 
ker, P.O. Box 1036, Newark, N. J. 


MISCELLANEOUS 
SENORES: 
Want to cover Central America properly 
for your clients? Our Agency can give 
you top service in the area. Space buy- 
ing, art, Spanish copy with local color, 
etc. Publicidad Art-Tecnica, Edificio Mil 
Managua, Nicaragua. 


COMMISSIONABLE to Agencies—A New 
Approach in Promotional Jewelry and 
Advertising Specialities to give your cli- 
ents that extra edge. Write for details to 
Sherman Manufacturing Co., 12 Parson- 
age Street, Providence 3, R. I. 


EDGEWATER—GOTHAM APTS. 
Bedrm. apts. and kitchenettes, private 
bath, elevator bldg; nr. lake. 5433 N. 
Kenmore, UPtown 17-7453, Chicago. 

BUY PERRY’S ORIGINAL WATER- 
COLOR PAINTINGS IN BIG HAND- 
SOME WORMY CHESTNUT FRAMES. 

One FREE with every order of Christmas 
ecards regardless of quantity. Write for 
dealership—PERRY’S BUSINESS SERV- 
ICE P.O. Box 137, Barrington, Il. 


YOUR ADVERTISEMENT 
HERE WILL 
BRING RESULTS 
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Advertising Age, November 24, 


1958 


CREATIVE ACCOUNT EXECUTIVE 
Los Angeles office of national 
4A agency has an IMMEDI- 
ATE opening for an outstand- 
ing creative man to become 
member of the team working 
on blue-chip campaign for 
national magazines. This man 
should be mature in agency 
experience but young in out- 
look. Some kind of aviation 
background is desirable. 
Please tell us all about your- 
self in your first letter. Send 
us a campaign or two that 
you've had a hand in, and tell 
us precisely “how much of a 
hand”. Also, a photo of your- 
self, please. Wil! hold your 
reply in strict confidence. Box 
304, Advertising Age, 4041 
Marlton Ave., Los Angeles 8, 
Calif. 


———_—_—__——_— 
MEDIA DIR., major agency. 
Could be a stymied second 
man now. Late 30's or 40's. 
Strong administrator. Client- 
meeting personality. Excep- 
tional! fringe benefits. 

P.R., automobiles. Major agcy. 

COPY. Some contact. New Yorker 
with varied product exper. y 

COPY-CONTACT, indust. Young. $s 

COPY-CONTACT, sales & tech. lit. soM 

SLS. PROM. CONSULTANT. to $8M 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


NEEDED . 


. TRIPLE THREAT MAN! 


Large regional food processor and distributor is look- 
ing for a young, aggressive man with peculiar talents. 
He is needed to represent the corporation’s interests 
in a major family recreational area project. 


Duties will consist of operating the firm’s various 
food outlets in the park; of supervising and exploit- 
ing to the fullest, a large display operation; and of 
being responsible for liaison with management of 


the park. 


The man we are looking for should have experience 
in restaurant management, and must, in addition, be 
capable of providing creative thinking in terms of 
imaginative display. He must further be capable of 
translating such imagination into profitable exploita- 


tion channels. 


The successful candidate will report directly to the 
Director of Marketing. If you think you are this man, 
sell yourself in your first letter. Be sure to include 
some detail of your experience as well as salary 
requirements. Location — Northeastern United 
States. Write to Box 303, Advertising Age, 480 Lex- 
ington Ave., New York 17, New York. 


PUBLICATIONS 
OUT OF THE WEST COAST 
Business, professional, hobby and special 
sida astind to eal 
regiona n : 
fedhingten and Oregon ‘n 
rise ll wing 


ont Rte 
any Western classified representative 


special 
lost week 


ADVERTISING COPYWRITER 
An important agency in the industrial 
field located in Chicago needs the services 
of a top-flight copywriter thoroughly ex- 
perienced in machine tools. The accounts 
he would work on would be large nationai 
accounts and the opportunity for growth 
is unlimited. Write fully giving qualifica- 
tions. Our own employees know of this ad. 
Address Box 302, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Illinois. 


BIR Cc H The Midwest's 

TR! outstanding placement 

ae service for Adv. * Art & 
allied fields. 

By appointment only 
59 E. MADISON - SUITE 1417 
CHICAGO 2, III. 
CEntral 6-5670 


Personnel 
Service, 
tne. 


67 NEW CUSTOMERS 
gained by one company this year, directly 
from our custom sales magazines. Cost, 
under $100 monthly. These popular book- 
lets entertain as they advertise. Published 
under your name, they make new friends 
for you, while keeping the old. Exclusive 
rights. Write for facts, sample. 

ADSTONE PUBLISHERS 
4200 W. Burbank Bivd., Burbank, Calif. 


NO DUPLICATION—JUST 
NORTHWEST CIRCULATION! 


We don't cover California. 
Just Wash., Ore., Idaho, 
B.C. and Alaska. 

Cire. 30,000—low rates. 

— 26 YEARS OLD — 
New owner . . . new formula 
Now fashioned after Sunset. 
Gardens, homes, interior decor., 
furniture, food, travel 
and CULTURAL NORTHWEST 
See Standard Rate & Dato. 

West Coast Rep. McDonnaid Thompson 
A Peter Wood Publication 
NORTHWEST GARDEN & HOME 
1715 RAVENNA BLVD. 
SEATTLE 5, WASHINGTON 


WANTED! 

Asst. COSMETIC SALES 
PROMOTION MANAGER 
Top spot for a down-to-earth guy 
under 35, with experience and dep 
in copy-and-layout-that-sells. A re- 
alistic knowledge of direct-selling 
would be hel , an understanding 
of people and their motivations is a 
pre-requisite, and familiarity with 
offset printing would add a plus. 
This is a top job for a qualified 
man who knows more sales mean 
more profits and more salary. Ex- 
cellent starting salary plus usual 
benefits. Air Mail complete résumé 
plus a covering letter telling why 

you are our aus to: 


pha oRrcart Cosmetics 
Memphis, Tenn. 


COPYWRITER FOR 

L. A. AGENCY 
Top-level job at top-bracket 
salary for experienced, versatile 
writer. Prefer man who can take 
semi-technical data and whip it 
into persuasive prose. Must he 
self-starter, capable of working 
with client under minimum su- 
pervision. Future unlimited! 
Write in detail; all replies held 
in confidence. 


J. M. STRAUS & COMPANY 
3625 West 6th Street 
Los Angeles 5, Calif. 


World’s No. 1 Sports Car Bi-Weekly 


WUT 
Yuons. 


P.O. Box 1127, Culver City, Callf. 
Data, sample copies on le 

Reach Top U.S. — Car 

Read by Dealers, Fans, Drivers, 4 


DOCcT' 
the BULLETIN of the 
LOS ANGELES COUNTY MEDICAL 
ASSOCIATION 
twice each month 
SERVING 6 MILLION PEOPLE 
IN GREATER L. A. Co. AREA 
Agency Commission 
1925 Wilshire Bivd., Los Angeles 57, oe 
Frank M. Cohen, Adv. Mgr., HUbbard 3- 


ADVERTISING-SALES PROMOTION 
Assistant Manager 


Unusual opportunity for ambitious man to join rapidly grow- 
ing organization, now a leader in its field. Individual desired 
needs advertising-promotion experience (company or agency ) 
in packaged goods, with emphasis on creative planning and 
writing of sales promotional materials. Will immediately be- 
come an important part of aggressive staff responsible for 
marketing nationally advertised packaged products for the 


farm. 


IS THIS THE CHALLENGE YOU'RE SEEKING? 


Write Box 301, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Reach 10,000 Restaurants 
Your only to get Concentrated Cover- 
age of S. California's Fastest Growing in- 
dustry. 2nd Largest Dollar Volume Area in 
tre ountry. Buyers-Owners-Managers. In- 
quirles invited from Agencies-Advertisers- 
Media Reps 

RESTAURANT SERVICE MAGAZINE 
1357 W. Temple St., Los Angeles 26, Calif. 
WE 9-8360 


Another National Leader 
OUT OF THE WEST 


PET SHOP MANAGEMENT 
Recognized throughout the nation as the 
quality publication in the pet retail dealer 
fleid. Exciusively an Independent trade 
magazine. No danger of breeders and the 
public eavesdropping on wholesale prices 
and shop talk. 


Do you want our easy-reference FACT 

FILE? Sample copy? Rates? Write irma 

W. Hall, Publisher, PET SHOP MANAGE- 

a, 618 $. Western Ave., Los Angeles 
Callf. (DUnkirk 7-4423) 

ra. 1988 edition of comprehensive direc- 

tory of pet suppliers ($5.) is now off the 


vedicapen §. E. AGENCY NEEDS: 


- Two Account Executives with specialized 
experience in handling grocery product ac- 


counts. 


One Account Executive with experience in 


variety of consumer and industrial accounts. 


Approximate age 28-40. Should be ag- 
gressive, experienced and mature enough 
to be completely responsible for one or more 
products and report to account supervisor. 


3. 
emphasis on TV. 


4. 


Media buyer with print experience but 


Media analyst with emphasis on spot TV. 


We offer you all the usual employee bene- 
fits plus opportunity to be a part of one of 
the South’s largest and fastest growing 


agencies. 


Send complete résumé, including begin- 
ning salary, plus reasons for desiring new 


association to: 


President 


Henderson Advertising Agency, Inc. 


Box 1700 


Greenville, South Carolina 


WRITER: CHEMICALS, 
OTHER INDUSTRIALS & CONSUMER 


10 yrs. exp., superb technical 
background. 4A writer-chief, 
a prolific producer and excep- 
tional idea man. Grad, early 
30’s, responsible, good on con- 
tact. A truly unusual writer 
and planner. Low 5 figures, 
prefer city. Let me send de- 
tails! 


Box 305, Advertising Age, 200 
E. Illinois St., Chicago 11, Ill. 


GROWTH OPPORTUNITY 


College graduate or equivalent, 
under 30, wanted for position in 
Export Advertising Department 
of a rapidly growing interna- 
tional company in Midland, 
Mich. Industrial or agency ex- 
perience plus a working knowl- 
edge of advertising procedures, 
methods and media essential. 
Duties include detailing, plan- 
ning, production and distribu- 
tion of promotional materials. 
Write: R. F. Gettings, Tech. Employment 


THE DOW CHEMICAL COMPANY 
Midland, Michigan 


COPYWRITER 


Midwestern agency, not Chicago, 
is looking for copywriter with 
experience in writing copy for 
industrial and/or building prod- 
ucts accounts. Duties would also 
include writing merchandising- 
slanted collateral material. Sal- 
ary range $8-10,000. Our em- 
ployees are familiar with this ad. 
Write giving full details. Box 298, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


|you can start giving them ideas. 


CONVENTION 


Fine, Fast, Fairly Priced Photography 


DEARBORN 2-1062 
187 NORTH LAGALLE STREET. CHICAGO 1 KLLINOIS 


PUBLICITY 


wncorporated 


Photographers 


COMMERCIAL 
INDUSTRIAL 


WALTER LOWEN ANNOUNCES 
RARE OPENINGS FOR 
KEY EXECUTIVES 
. at $20 to $40,000+- 
(Fee Paid or Added to Salary) 
GROUP ADVERTISING MANAGER 
Toiletries experience — $35-45,000. 
MEDIA DIRECTOR 
Large Mid-West 4A — $20-25,000 
MAGAZINE ADVERTISING MANAGER 
Knowledge farm markets 
ag. grad. pref'd. — $18-22,000. 
ACCOUNT EXECUTIVE—Dog food experi- 
ence for New York AA—$20-25, 
COPY RESEARCH EXECUTIVE 
Top New York 4A — $20-30,000. 


*% Fine type men, age 35-45 preferred & 


Write in confidence to: Waiter Lowen 
Advertising Placement Specialist 
420 Lexington Ave., New York 17, N. Y. 


> 
Pe 


Get into Agency, 
Adman Erin Advises 


Impecunious Writers 


(Continued from Page 3) 
competent advertising is published 
it should say exactly what it is 
intended to say, nothing more,” 
Mr. Erin writes. 


= “It is true that advertising is a 
different form of writing from any 
other I know. Its purpose is to 
motivate, to stimulate the reader, 
listener or viewer to action, to 
sell. It advocates harder and more 
directly than propaganda and at 
the same time more subtly in 
many cases. Its creation is to build 
a favorable image for a product. 
The writer’s ego must be subor- 
dinated to a cigaret, an automo- 
bile, a stick of chewing gum or a 
turtle deodorant,” he says, 
“There is a genuine desire and 
need for freshness and original 
thinking in the advertising busi- 
ness,” Mr. Erin continues. “Once 
you get into advertising you will 
find it a very intriguing and inter- 
esting form of writing, in which 
there are many rewards over and 
above the excellent salaries paid 
those who master the craft.” 


= Mr. Erin suggests two ways to 
break into advertising: Free lanc- 
ing for a small agency, or a full- 
time job with an agency that 
hires fulltime writers. “Once you 
get writing assignments and get 
into the business, you'll get the 
fever and start having ideas. Then 


And if you are creative, some of 
your ideas will be used.” 

Names and addresses of 16 large 
agencies which told Mr. Erin they 
would be interested in “training 
writers for advertising” are listed 
at the end of the article. “These 
agencies indicated a beginning sal- 
ary range from $3,600 to $7,500 a 
year,” he says, depending on ad- 
vertising experience. + 


Polk Joins Beckman, Koblitz 
Arnold Polk has been appointed 
director of merchandising of Beck- 
man, Koblitz, Los Angeles. He pre- 
viously held top ad posts with Sav- 
On Drug Stores and Healthways, 
sporting goods manufacturer. 


CRITICAL READERS 
LISTENERS, VIEWERS 


claims 
ane personnel hove coulis 
| LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 
| coe PLAGIARISM. 
Excess INSURANCE Policy 
an effective and inexpensive cushion 
against these hazards. 


EMPLOYERS REINSURANCE 
CORPORATION — 


W. Tenth, Kansas sat Mo. 


oy ‘ ew I 


A Midwestern Industrial Market in the 

Ohio River Valley—the Ruhr of America— 

where one Daily Newspaper Combination 
reaches 99°, of the People 

SELL LOUISVILLE FOR ALL IT’S WORTH! 


Che Conrier-Zournal 
THE LOUISVILLE TIMES 


393,614 DAILY COMBINATION ~- 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


313,034 SUNDAY 
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Kerr 


Roberts 


PROMOTING IN ST. LOUIS—Caught by the camera between sessions of the Broadcasters’ 
Promotion Assn. convention in St. Louis are Bob Kerr, Kerradio Network, New York; 
Elzey Roberts Jr., and John Corrigan, both KXOK, St. Louis; Lon King, Peters-Griffin- 
Woodward, New York; Roger Cooper, American Research Bureau, Beltsville, Md.; Bill 


Corrigan 


Push Selves in Own 
Medium, BPA Urged 


(Continued from Page 3) 
erous critics are the print media, 
which have an _ understandable 
concern with the fact that radio 
and television are the branches of 
the advertising business that reach 
most people most often—and with 
most selling impact. 

“When our business competitors 
are also our chief critics, it seems 
only logical to expect that as our 
competitive situation improves, 
their criticism and negative atti- 
tude will accelerate.” 


es Mr. McGannon asked his lis- 
teners to remember that newspa- 
pers and magazines make effec- 
tive use of large-space print ads 
to promote themselves, in order to 
tell advertisers why they should 
buy space in a given publication. 

“There is a tremendous amount 
of waste circulation represented 
in these ads. They don’t mean a 
thing to the public at large, which 
makes up perhaps 95% of the 
circulation of the average daily 
paper that carries the ad. 

“Such an ad is intended for the 
5% or less, the minority who con- 
trol how advertising dollars are 
spent. That 95% or more waste 
circulation doesn’t seem a waste 
at all when the ad accomplishes 
its purpose of selling space in the 
advertised publication.” 


® Radio and television must make 
similar use of their facilities to 
reach listeners who are advertis- 
ers or potential advertisers, the 
WEC president said. 

“Our primary target should be 
the advertiser; if there are ele- 
ments of this promotion that make 
radio and television more appeal- 
ing to the layman, that would be 
a desirable but secondary bene- 
fit.” 

Mr. McGannon said that copies 
of the radio and tv promotion kits 
would be sent to all station pro- 
motion people requesting them. 


s An afternoon program devoted 
to examining broadcast promotion 
as a “key management function” 


fwreerngy a general manager (Joe 
Baisch, WREX-TV, Rockford), a 
| Sales manager (John Stilli, KDKA- 
| TV, Pittsburgh) and a station rep- 
resentative (Lon King, Peters- 
Griffin-Woodward, New York). 

Mr. King listed in some detail 
the type of information that pro- 
motion men should furnish to reps 
and agency time buyers. Among 
the items he listed were: 

1. Data on programs, personnel, 
ratings—and what services pro- 
gram personnel can perform for 
the buyer. 

2. Definition of area covered, in- 
cluding size and composition of 
audience. 

3. Authentic sales results. Mr. 
King freely admitted that this ma- 
terial is difficult to obtain, but he 
stressed the fact that any effort 
expended to get “success stories” 
is well worth it. 

4. Tell what types of in-store 
merchandising—and other mer- 
chandising—your station will do. 

5. Give factual data on your 
competition. 


= Give the buyer “data that he can 
and will use” and keep it crisp and 
informative, he advised. 

Mr. King also told the promotion 
men they should strive to be in- 
cluded in confabs held when buy- 
ers visit their stations. And they 
should also get out and meet the 
buyers periodically, accompanying 
the salesman or station manager 
on his calls. 


a Mr. Stilli drew a burst of ap- 
plause when he advocated “pay- 
ing the promotion manager enough 
and making him a member of the 
management team.” 

Speaking as a sales manager 
who had come up via the promo- 
tion man’s route, he also empha- 
sized the importance of keeping 
the promotion manager abreast of 
the station’s sales picture. 

He called on members of the au- 
dience to do some “self-selling,” 
saying that “promotion people are 
long overdue in being recognized 
|as key parts of management. They 


Wilson 


Toppan 


NEW BPA OFFICERS—Elected to head the Broadcasters’ Promotion Assn. 


during the next year were Chuck 


Wilson, WGN Inc., Chicago, presi- 


dent; Gene Godt, WCCO-TV, Minneapolis, 1st vp, and Burt Toppan, 
WTVJ, Miami, 2nd vp. 


Walker McClure 


know how to sell and advertise 
their media. They must continue 
to sell themselves.” 


s “Vipmanship,” which he de- 
scribed as “the adaptation of 
showmanship as it relates ex- 
clusively to tv,” was Mr. Baisch’s 
contribution to furthering broad- 
cast promotion. The “VIP” objec- 
tive, he said, was “Video Interest 
Promotion,” while the task force 
to do the job was “Viewer Inter- 
est Professionals” (that’s where the 
promotion man comes in). 

The job of creating greater view- 
er interest is not easy, Mr. Baisch 
said, pointing out that the forces 
aligned against tv already are 
strongly entrenched. 

He read some headlines from 
newspaper stories, which con- 
tained derogatory references to tv, 
and went on to tell his audience 
some of the things broadcast pro- 
motion men should do to combat 
these attacks. 

In answer to a question from 
the floor as to how much a tv 
station should spend for promo- 
tion, Mr. Baisch said this would 
vary greatly, and would be de- 
pendent on where the _ station 
stood in its market. 

However, he did say that he 
thought no tv station should spend 
less than 2% of its gross sales on 
promotion—“and there are cases 
where 10% of gross sales would 
not be too much,” he added. 


s Three convention sessions fea- 
tured representatives from three 
competing media, each of whom 
told the promotion story of the 
medium he represented. 


e Ed Falasca of the Bureau of Ad- 
vertising, ANPA, also gave his 
audience the following advice on 
how radio and tv stations can 
make more effective use of news- 
papers: (1) Develop a station log- 
otype for ads, to gain a station 
identity; (2) use comics strip tech- 
nique to plug programs; (3) use 
news pictures, with news-type 
captions, and (4) set up a colum- 
nist to do a column giving back- 
ground on your station’s perform- 
ers. 


e A “rapidly rising trend” in the 
use of outdoor as a promotional 
tool by other media was reported 
by John L. Bricker, exec vp of 
Outdoor Advertising Inc. 

Stressing the “interdependence 
of media,” Mr. Bricker said that 
“the more we learn about each 
other, the more securely we shall 
be able to establish the position 
of advertising in our future econ- 
omy.” 


e The magazine story was told by 
Albert M. Snook, midwestern 
manager, Magazine Advertising 
Bureau, who showed a color slide 
presentation, “Magazines Today 
and Tomorrow,” which the MAB 
uses before various groups to tell 
the magazine advertising story. 


= In a session on rating services 
Thomas Coffin, director of re- 
search at NBC, predicted that rat- 
ing services not only will 


in- 


Faulkner 


Advertising Age, 


Lyte 


crease in number; they also will 
offer a good deal more qualitative 
data than is available today. 

This will result in great confu- 
sion—and increased contention— 
in his opinion. But it also will pro- 
vide stations and advertisers with 
more check points on perform- 
ance, he felt. 

Bob Riemenschneider, media di- 
rector at Gardner Advertising, 
warned against using ratings as a 
basis for media selection. Ratings 
are a measure of over-all size of 
audience, and can be used effec- 
tively to furnish comparison data 
with other shows—but not as pro- 
gram buying selectors, he said. 

The Gardner media man added 
that he would like to see some- 
thing that would show degree of 
satisfaction with a rated program. 

“We need a measurement of 
viewers’ attitudes—more dope on 
tune-in and tune-out, and what 
happens at station breaks,” he 
said. 


® The association selected Phila- 
delphia as the site for its fourth 
annual convention next year, and 
elected the following slate of offi- 
cers to serve during the coming 
year; Charles A. Wilson, sales 
promotion and advertising man- 
ager, WGN Inc., Chicago, presi- 
dent; Gene Godt, WCCO-TV, Min- 
neapolis, and Burt Toppan, WTVJ, 
Miami, Ist vp and 2nd vp, respec- 
tively. + 


GF Boosts One, Adds Two 

| James W. Andrews, formerly 
advertising manager of the Perkins 
division of General Foods Corp., 
|has been appointed product man- 
|ager for decaffeinated Sanka cof- 
fee and instant Sanka in the Max- 
well House division, Hoboken, N.J. 
Two new appointments have been 
made in the advertising services 
department, White Plains. A. O. 
(Arch) Knowlton, formerly vp and 
marketing director of American 
Home, has been named director of 
media coordination. Frank Harvey, 
previously treasurer of Calkins & 
Holden, has rejoined GF as man- 
ager of advertising controls. 


WHO'S KIDDING WHO? 


QUESTION: What's the casiest way to cul price? 
ANSWER: just cut quelity. 


Ten emee WERE re oe ly pee ee 
we de, Mere . 
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WHO 1S?—This newspaper ad for 
White Owl says that cuts in price 
result from cuts in quality. 


ga ii no ee 
ae 


November 24, 1958 


Hudgens McKibben 


Walker, WFGA-TV, Jacksonville, Fla.; Ken McClure, KENS-TV, San Antonio; Dean 
Faulkner, KOA-TV, Denver; Bob Lyte, KTNT-TV, Tacoma; Worth White, WPTF, Ral- 
eigh; Joe Hudgens, KRNT and KRNT-TV, Des Moines, and Bill McKibben, Balaban 
Stations, St. Louis. 


White Owl Ads 
Hoot at Bayuk 
Cigar Price Copy 


(Continued from Page 1) 
cigars,” calls them “too soft . 
spongy” and asserts that this is 
the result of using cheaper tobacco 
and less of it. 


@ The campaign employs newspa- 
pers, radio spots, radio sports cov- 
erage, Sunday supplements and tv 
sports in two cities. 

The hard-slugging copy (through 
Young & Rubicam) runs on sports 
pages of 25 newspapers, and in 
minute radio spots on 100 stations, 
plus giant football broadcasts on 
CBS’ Northeast network on Sun- 
day. On tv, White Owl buys live 
sports shows in two major cities, 
and spot I.D.’s in New York. It 
runs in 34 cities in The American 
Weekly, and in Chicago on WCFL 
with a year-round sports package 
and a Pump Room show. 

General Cigar, Y&R points out, 
pioneered in introducing five-packs 
and racks in the cigar business and 
in providing special floor and coun- 
ter displays for holiday drives, and 
its homogenized tobacco leaf proc- 
ess for cigar binders is currently 
being adopted by leading cigar 
manufacturers. 


® Bayuk Cigars Inc. has been 
pouring heavy promotional money 
into the 5-for-39¢ offer, and its 
1958 expenditure may hit $4,000,- 
000 over-all, about double what 
was planned in January when the 
five-pack of blunts and panatelas 
(perfectos stayed at 10¢) was an- 
nounced. It juggled its media strat- 
egy along the line as well. In 
March, Leonard Schoor, vp of Fei- 
genbaum & Wermen, told ApverTIs- 
ING AGE that network tv would be 
dropped in favor of market-by- 
market newspaper advertising. In 
mid-August, Bayuk bought a year- 
round sports package on NBC-TV, 
at an estimated cost of $1,800,000, 
which was called the biggest net- 
work tv buy ever made by a cigar 
manufacturer. 


s Asked about the White Owl cam- 
paign, Mr. Schoor reported that 
“we’re just attending to our own 


» business.” 


The general notion of the cigar 
business is that this is a battle for 
third place. In dollar volume, the 
major cigar companies rank as fol- 
lows: Consolidated (Dutch Mas- 
ters, et al.); American Tobacco 
(Roi-Tan, Corona, et al.); General 
Cigar, and Bayuk Cigars. 


= Consolidated Cigar has “no in- 
tention of getting into the arena 
in a price war,” according to Erwin 


= Wasey, Ruthrauff & Ryan, its agen- 


cy. Consolidated recently launched 
its “empty box” campaign, and 
plans to continue on that theme for 
the present. + 
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WJR to Leave 
CBS; Won't Buy 
Net's Barter Plan 


(Continued from Page 1) 
refuse to give up 30 hours of their 
time for the network to program 
and sell as it pleases. 


= Mr. Patt, who made it clear that 
WJR was leaving the network with 
reluctance and regret, had two ma- 
jor objections to the CBS plan: 
(1) A station should not have to 
compete with a network for the 
sale of its own facilities, particu- 
larly when the network is selling 
them a good deal more cheaply; 
(2) a station should not abdicate 
its responsibility as a licensee by 
assigning ownership of 30 choice 
hours to any outside organization. 
In a statement to the press Mr. 
Patt explained WJR’s position: 
“The plan of the network to 
barter for the time of its affiliates 
that it would then sell to adver- 
tisers under its own prices and 
policies—a plan over which we 
would have virtually no control—- 


leaves us no alternative. We value | 


our own facilities too highly to 
permit our station time to be han- 
dled on a brokerage basis. 

“So that our position is not mis- 
understood, we should state that 
for more than two years, WJR has 
urged the network to organize and 
develop a pure network program 
service all affiliates could approve. 


s “This would permit the radio 
network to concentrate its efforts 
on providing a superior program 
product to its affiliates, which they 
in turn could sustain or sell at 
their own established rates. Under 
this concept the network would 
relinquish its function of broker- 
agent, justified only historically. 

“From many discussions of such 
a plan with leading broadcasters 
throughout the country—and if we 
correctly appraise their opinions 
—this is the sort of network radio 
service which most thinking 
broadcasters would proudly en- 
dorse and adequately support,” the 
broadcaster continued. 

Mr. Patt thinks such a program 
service could be patterned after 
the press associations. 

Asserting that he fears barter- 
ing will “continue the eroding and 
shrinking process of network radio 
which has been its problem for 
many years,” Mr. Patt said: 


s “From a practical sales stand- 
point, we cannot continue to com- 
pete with the network in the com- 
mercial use of our own facilities. 
Particularly is this so with the 
network’s price for WJR facilities 
discounted so drastically as to be 
totally unrealistic—so unrealistic 
that even advertisers and their 
agencies find it confusing. Nor is 
it economically sound or, we be- 
lieve, in the public interest for 
us to carry advertising in large 
blocks without compensation. We 
cannot regard 3%-minute news 
summaries—provided under this 
plan by the network—as compen- 
sation for valuable WJR_ time 
sold to other advertisers...” 

It is difficult to find out exactly 
how the price WJR—or any other 
affiliate—charges for its time com- 
pares with the network figure for 
the station, but this comparison 
indicates that there must be quite 
a gap between the two figures. 
There are some CBS five-minute 
programs offered on approximate- 
ly 200 stations for about $900; a 
Class A minute on WJR, one of 
those 200 stations, costs $125. 


= Speculation as to which stations, 
if any, will be next to leave CBS 
starts with the others which, with 
the Detroit affiliate, voted no on 


ee 
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the new plan when it was pre-| 
sented at a meeting here. 
Negative votes reportedly came 
from KERE, Fresno; KTHS, Little 
Rock; WWL, New Orleans; WHAS, 
Louisville; KTOK, Oklahoma City; 
WRVA, Richmond; KWKH, 
Shreveport; WTAG, Worcester, 
and WJR. Many of these—Little 
Rock, New Orleans, Louisville, 
Fresno and Richmond—also have 
tv affiliations with CBS, and this 
may keep them in the family. + 


Hearst Confirms 
‘PM’ Buy; Names 
G. Chamberlaine 


(Continued from Page 1) 
lar Mechanics organization intact. 
He said he was “very impressed” 
by the organization, adding that 
he knew of no key executives who 
were planning to leave because 

of the sale. 
AA learned, 


however, that 


Franklin S. Forsberg, vp of oper- 
ations, has resigned. He joined the 


Franklin Forsberg H. H. Windsor Jr. 


company nearly three years ago 
(AA, Dec. 5, °55). Roderick M. 
Grant, editor, and Joseph R. Buell 
Jr., ad director, are expected to re- 
main with PM. 

In line with a company policy 
of doing none of its own printing, 
Popular Mechanics will be printed 
hereafter by Cuneo Press, AA was 
told. 

Although no one would speak 
for the record, AA was told that 
the company was sold because of 
steadily increasing costs of doing 
business, and the difficulty met 
by the company in competing with 
larger publishing companies. 

The advertising linage of Popu- 
lar Mechanics has been decreasing 
steadily each year since 1953, 
when 426,341 lines were carried. 
Linage figures in 1956 amounted 
to 350,776 lines, and in 1957 the 
total had slumped to 311,834 lines. 
Linage for 1958 has slipped to 
294,010 lines. 


s Meanwhile, in New York, Hearst 
made three promotions on the 
Good Housekeeping staff: Frank 
Dupuy, eastern ad manager, was 
named assistant to the publisher; 
Ray Petersen, formerly fashion ad 
manager, was promoted to adver- 
tising manager, and Joseph Kern, 
previously a member of the New 
York sales staff, was named east- 
ern ad manager. # 


Boberiz Blasts Ad 

- af a 
Field's Lack of ‘Guts 
we a 
in ‘Policing’ Itself 

Detroit, Nov. 21—“The adver- 
tising profession hasn’t the guts to 
police itself and keep itself above 
suspicion,” G. H. Bobertz Jr., exec 
vp and general manager of Clark 
& Bobertz, told members of the 
Detroit Academy of Advertising 
Arts last night. 

Because of “wild and illegiti- 
mate [ad] claims,” it’s “not sur- 
prising” that government investi- 
gations are being directed at 
advertising, Mr. Bobertz said. 

Mr. Bobertz warned the group 
that unless management, ad man- 
agers, agencies and media work 
for “honest” advertising, “adver- 
tising can properly be the subject 


of governmental concern.” # 


Last Minute News Flashes 
Heublein Narrows Agency Choice for Guinness 


New York, Nov. 21—Four agencies are being interviewed by Heub- 
lein Inc., Hartford, Conn., which will take over national distribution of 
Guinness stout Jan. 1 (AA, Nov. 17). Agencies are Lynn Baker Inc.; 
Victor A. Bennett Co.; L. W. Frohlich & Co., and Bryan Houston Inc. 
Fred Gardner Co. now handles the account. ~ 


College Inn Food Products Switches to ChW 


Cuicaco, Nov. 21—Coltege Inn Food Products Corp. has named Cun- 
ningham & Walsh to handle advertising for all of its products, effective 
immediately. Edward H. Weiss & Co. is the previous agency. 


Babbitt May Buy Antell; Other Late News 


e B. T. Babbitt Inc., New York, will say only, “We’re having conversa- 
tions,” when asked about reports that it is about to buy Charles An- 
tell Inc., Baltimore. If the deal is consummated, the Antell account is 


likely to switch from Paul Venze Advertising to Brown & Butcher, the} 


Babbitt agency. Babbitt says it is discussing purchase possibilities with 
other companies as well. 


e ABC-TV affiliates meeting here this week asked the network for 
more daytime minutes to sell locally and for fewer product protection 
restrictions. Oliver Treyz, head of ABC-TV, said the network will try 
to provide minutes on the half hour instead of present 30 seconds on 
the quarter hour in some daytime shows if network sponsors agree. Sta- 
tions want the daytime product protection guarantee changed from a 
horizontal to a vertical plan—the advertiser would be protected on the 
day he is a participating sponsor only, not throughout the week. 


e MacManus, John & Adams’ newly established international depart- 
ment has been named to handle overseas advertising for George A. Hor- 
mel & Co., William Underwood Co., Cream of Wheat Corp., McIlhenny 
Co., Diamond Crystal Salt Co. and Bon Ami Co. All six companies 
export abroad through A. E. Chew & Co., New York, and their inter- 
national advertising was formerly handled by Robert Otto & Co. 


e American Tobacco Co. has appointed Gotham-Vladimir Advertising, 
New York, to handle its international advertising. This is the first time 
the company has used an international agency. 


@ Mennen Co., Morristown, N. J., is testing a stick deodorant called 
Date Line in Harrisburg, Roanoke, Waco and Waterloo. The product is 
expected to be marketed nationally next year. Next month Mennen 
will launch a cologne for men in a white Christmas decanter. Warwick 
& Legler is the agency. 


e Champion Storm Window Corp., Westbury, N. Y., has appointed 
Gamut Inc., Garden City, to handle all advertising, effective Jan. 1. 
Shank Advertising is the previous agency. 


e Media Records’ check of newspapers in 52 cities shows total ad linage 
for the ten-month period ending Oct. 31 at 137,748,837 lines, off 5.9% 
from the corresponding '57 period. October linage was 259,226,400 lines, 
down 0.1% from October, ’57. 


e National Business Publications will honor two Silver Quill winners 
at its annual “State of the Nation” dinner in Washington Jan. 23: Rep. 
Sam Rayburn (D., Tex.), speaker of the House, and Rep. Joseph W. 
Martin Jr. (R., Mass.), minority leader and former speaker. 


e J. M. Mathes Inc., San Francisco, has been named to handle adver- 
tising for the Volkswagen distributor-dealer group in Washington, 
Alaska and northern Idaho. Mathes also handles the national Volks- 
wagen account, as well as programs for other dealer groups. 


e Henry A. Correa, formerly vp of foreign operations for ACF Indus- 
tries, New York, has been appointed vp of marketing. 


e G. Douglas Morris has been named senior vp of Lambert & Feasley, 
New York. He has been a vp and account supervisor since joining the 
agency in 1952 and is chairman of its plans board. 


e General Electric Co. has filed suit in Chicago against Co-Op Office 
Machine Assn. and several of its members charging that the words 
“General” and “Electric” as used in their advertising represent that 
the machines are GE products. 


e Stanley E. Plumb has resigned as manager of advertising and mer- 
chandising for the Cling Peach Advisory Board, San Francisco, effec- 
tive Feb. 1, 59. He has held the post since 1946. 


e Alexander (Sandy) Edwards has resigned as Philadelphia manager 
of McCall’s to join the New York ad staff of Sports Illustrated. Mr. 
Edwards’ resignation follows those of Otis Wiese, formerly editor and 
publisher; William Carr, vp and ad director, and 11 other McCall’s 
staffers (AA, Nov. 10). Arthur Langlie, president of McCall Corp., said 
the company is seeking successors for Messrs. Wiese, Carr and Edwards. 


e Another giveaway show is biting the dust. Pharmaceuticals Inc. 
(Parkson Advertising), which brought in “Concentration” Oct. 30 on 
NBC-TV as a replacement for the scandal-shaken quizzer, “Twenty 
One,” will replace “Concentration” with “It Could Be You” Nov. 27. 
Both “Concentration” and “Twenty One” were products of the Barry 
& Enright package house. The replacement show is a Ralph Edwards 
audience participation show in which prizes play a minor role. 


e Talent strike clouds were dissipating, at press time, as reports of 
progress filtered out from the New York meetings between the live 
radio and tv networks and the American Federation of Television & 
Radio Artists. Still to be settled were some phases of the ticklish tape 
problem, with the union trying to get contractual prohibition against 
the stockpiling of tape shows for use in a strike. Meanwhile, earlier in 
the week WGN and WGN-TV, Chicago, reached an agreement with the 
union. 


e Monsieur Henri Wines Ltd., New York, has appointed Product Serv- 
ices, New York, as its agency. A pre-holiday spot tv campaign will 
break soon in eastern seaboard markets. This company has not had an 
ad agency in several years. 


e The Advertising Federation of America, New York, which planned 
to bring out a new magazine in January called “Advertising Contact” 
(AA, Nov. 10), has tabled the project until its next board meeting in 
February, 1959. Meanwhile, a subcommittee, to be named in the next 
two weeks by Robert Feemster, AFA chairman, will study the question 
of an association me zazine. 
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Open Season! No Limit! 


NALLEY’S 


pusH—Nalley’s Inc., Tacoma, will 

use two-color newspaper ads like 

this, tv and outdoor in a special 

November and December campaign 

in seven western states. Pacific 

National Advertising Agency, Se- 
attle, is the agency. 


‘59 Squirt Ads 
to Stress ‘Fun’ 


SHERMAN Oaks, CAL., Nov. 18— 
Placing an expanded emphasis up- 
on local advertising and promo- 
tion, Squirt Co. will introduce a 
new theme for its 1959 campaign: 
“Wherever there’s Squirt—there’s 
fun.” 

As explained by Herbert Bishop, 
president of Squirt, “An entirely 
fresh Squirt personality, based on 
the well-known Squirt character, 
will identify Squirt with fun- 
filled activities and happy, healthy 
people.” The new form of the 
character will be achieved by the 
use of a paper-sculpturing tech- 
nique. 


= Magazine advertising will in- 
clude schedules in Life, but pri- 
mary emphasis will be on newspa- 
pers and television, plus outdoor 
and radio. 

Actual schedules are not yet 
specific because announcement of 
ad plans is six months earlier than 
in the past. Previously Squirt has 
announced ad plans in the spring, 
shortly before they would break 
for the warm weather months. 
This year the announcement was 
moved up to give franchise bot- 
tlers more time for plans to tie in 
and also to induce them to use the 
new theme and supporting promo- 
tional material earlier in the year. 


s The same idea has also been in- 
corporated in salesmen’s contests 
developed for bottler use. 

Advertising funds, cooperative 
and otherwise, have been in- 
creased for local advertising and 
promotion. 

Honig-Cooper, Harrington & 
Miner, Los Angeles, is the agency 
for Squirt. # 


‘American Home’ Adds Six 

American Home has increased 
its advertising department with the 
addition of six salesmen from 
other women’s magazines in the 
past few weeks. The new salesmen 
in the New York office are Fred 
Bauer, who resigned last week as 
McCall’s Cincinnati branch man- 
ager; Dave Pancoast of Redbook; 
Joe Barbieri of Good Housekeep- 
ing, and Rally Dennis of Ladies’ 
Home Journal. American Home’s 
Cleveland office has added Bert 
Hutchison from Better Homes & 
Garden’s Cleveland staff. Robert 
Combs, formerly with BH&G in 
Chicago, has joined American 
Home’s Chicago staff. 
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How 17 Magazines Distribute Their Salesmen Among 18 Major Cities 


92 

MAGAZINE N.Y Boston Buffalo Pitts. Phila. 
AMOPCOM HOM] oo vveccccceeecsecceerevnenrenes 13 1 _ oe — 
Better Homes & Gardens ................... 14 — _ ow 1 
Everywoman’s Family Circle ................ W — _ — la 
Good Housekeeping ........-<-:cccecesees 13 2 — _ ae 
ID  cinnittliieecstiptiapemanntneincivctieaeeses 15 2 -— — 3 
ladies’ Home Journol .... 14 3 ~ be 4 
Ri cenicserpaipeenice tines 28 2 } 5 
look 22 2 - 1 3 
McColl’s 25 2 va 2 
Newsweek ........... 12 1 } 2 4 
Redbook ............. 13 1 ia i 
Saturday Evening Post . 28 5 - — 7 
Sports IMlustrated ...............ceee 18 1 _ ia 3 
TV Guide inoduiiaaaiies 5 1 we | 2 
WRI Wabecescttieescccessareccosssbncnses 20 2 2 4 
OS ES AER NS 10 2 se 4 
Woman's Day ............ len 8 a hn 1 


*includes Branch Office Publication Managers. 


Magazines Sales 
Areas Variously 
Set Up: Seymour Tabulation of his results pro- 


(Continued from Page 3) vided the answers. Curtis’ figures 
sales manpower with leading mag-| may be somewhat high, because 
azines. Curtis considers the publication 

—  |manager in each office—but not 
| the office manager—to be a sales- 
}man, Mr. Seymour says. The list 
|does not include Reader’s Digest, 
|which is considered to be some- 
thing of a special situation (RD 
has 14 on its national staff, seven 


The research was fairly simple— 
he asked advertising directors of a 
| representative group of magazines 
how many salesmen they had in 
each of 18 cities. But the surprise 
was that the ad directors were in- 
tensely interested in how many 
salesmen their competitors had, 
and how they were stationed. 


“Best attended event in the field" 


12th ADVERTISING 
ESSENTIALS & NAT'L 
SALES AIDS SHOW sar beabarasies purposes, an- 


BILTMORE HOTEL, NEW YORK | other survey showed that televi- 
Maroh 30, 31, April ist, 1959 | sion tends to place its people in 
Average annual registration 9,655 somewhat the same proportion, so 
For space availabilities write— | far as New York and the national 


Peter A. Brown, Director : ? 
ADVERTISING TRADES INSTITUTE | staff are concerned: NBC-TV has 
135 BE. 39 St. NYC LE 2-9921 
P.S.—1959 Directory of Major Buyers | | York; CBS-TV has 43 on its na- 


N.Y. area out soon. $35 inci. supplements. tional staff, 23 in New York. 


Tells “9 .And How Do You Rate? 
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Mr. Vos said, “but it can be done | % 
more profitably, even by the| 
clumsy dinosaurs of Madison! 
y ; Avenue, if a little more money) 7 
haat ‘ went into the agencies’ creative! 
DM nt ype #7 |\services and a little less into the! 92% Above U.S. Average 
Mit hd pH Ate ene | ; . 
pre eat - ea of eg om) ee TS Uh at. | ee 87.900 
To many of your customers, the printed matter you send out is the agency bird dog to watch every| NS AE EE as sn caw bs « haga c sais 24,550 
first impression you make. If the impression is bad, partridge oe every branch of the Consumer Spendable Inc. ......................... 166,752,000 
you may never get a chance to make another. client's pear tree. Income per Household ....................... 0045. 6.792 
Take a look 7 tag se mane yen malting pieces. en aeeeene edmastieien. ii Total ee eis 43 tie Sos) Mh Nak adele alt ral —— ae 
ow ido they lok to you! , ; re. eer nee F 
If they came from Johnson Printing, Inc., they look good. (Vos declared that mall order ef aaa RRR REE SE Sign aS “:7e8.000 
The colors are clean and brilliant, the registry sharp and clean. vertisers have discovered through Nn RRR SI gee ce cae 30,410,000 
That’s because our Eau Claire plant is filled with the finest of surveys that results from maga- Ea ey Silty oe piss io w'v 5 cobs 21,180,000 
modern equipment—most of it under two years old. zine ads, with the exception of se Seg SA rds cdlw a Ny wale ew eat 14,697,000 
And this equipment is in the hands of skilled and dedicated |trade papers, have been “consist- ERG SRE Ua Bee Breen Pants 29,786,000 
craftsmen; men who know and love their work. In the work done by ently rotten in April, May or Filling Stations TR a a Pere” oe ee ee 12,306,000 


Johnson Printing, Inc., quality tells . . . and the things it tells are good. 
Some of America’s best-known companies have discovered the 
unique combination of quality workmanship, 
dependable service and moderate cost that characterize 
Johnson Printing. That’s why Johnson has grown into one of the finest 
and most complete printing plants in the Midwest. 
For facts and figures, write: 


JOHNSON PRINTING, INC. 
2215 Galloway Street, Eau Claire, Wisconsin. Phone: TEmple 2-6692. 
Better Printing Through Quality Control 


50 on its national staff, 25 in New | 


YF. llong copy in coupon ads is to 


Wash. LA. San Fran. Seattle TOTAL 


Atlanta Cin. 


Cleve. Detroit Chicago St. Lovis Des M. Minneap. 
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which go on in consumer adver- 
tising today, I think you'll agree 
that giant advertisers are wasting 
jlots of money—money which they 
jcould have saved by watching 
mail order ads.” + 


Vos Lauds Mail Order, 
Hits ‘Cute Copy’ Ads 


(Continued from Page 2) |Maybe your boss does, maybe you | Y&R Boosts Fleischmann, 
|his “axioms” were derived from|do, maybe your dealers will, but! Bond, Wiener, Stroock 
“results rather than opinion” and|the public won’t,” he said. Charles F. Fleischmann, a vp of 
that the results were “directly Next Mr. Vos questioned the | young & Rubicam, has been named 
traceable to sales.” value of color in advertising. He manager of the contact department 

Mr. Vos, whose agency handles! said coupon advertisers, who must jn the agency’s Chicago office. He 
|mostly mail order accounts in the} get “most value for the ad dollar,” will continue as an account super- 
|book, record club and financial|do not use color except where it visor. Edward L. Bond vp and 
fields, said that lessons he learned | is necessary to buy for position. He | oontact supervisor in How York, 
from mail order ads apply to|backed his statement by citing a|pas been named director of the 
nearly all phases of advertising. test his agency made in a big) oontact department in New York, 

Reviewing his list point by|circulation consumer magazine. | succeeding Harry Harding, recent- 
point, Mr. Vos said “big picture! “Half the circulation, selected | jy promoted to exec vp. 
and short copy” have been tried|at random, saw the ad in process | Y&R also has promoted Walter F. 
by mail order advertisers without} color; the other half saw the ad | wiener and Mark Stroock from 
results. He said he doubted that in b&w. Position was _ identical supervisors in the publicity and 
this kind of ad gets much results|and there was no difference be- public relations department in New 
for any other kind of advertiser) tween the ads—except for the| yor; to associate directors of the 
! either. |fact that the nature subjects were | department. 

|portrayed in lively color in one 

|@ “Put it this way,” he said. “Aj|instance. 
salesman couldn’t hope to com- | 
plete a door-to-door sale in 30 to|™# “The color ad pulled a full 7% 
|60 seconds. Part of the reason for | better than the b&w,” he con- 
}tinued, “but a color page in this 
enable you (the advertiser) to|magazine costs 48% more than 
stay with the customer long|b&w. And to that you must add 
}enough for him to know you, to|the extra cost of expensive process 
| trust you and become convinced of) plates and color art work. I leave 
|your story. ‘it to you which is the better buy. 

“Now if this is true of the mail| “There are exceptions to these 
order, where the customer can | ‘truths,’ of course,” Mr. Vos con- 
order easily by means of a coupon | cluded, “but if you will spend an 
—when the message is still hot | evening analyzing the good coupon Station WWRL 
in his mind—shouldn’t it be much|ads—the ones you see again and | Woodside 77, 
|more true for advertising that | again—and compare them with | New York City 
strives to leave the customer so|much of the sloganeering and| 
thoroughly convinced that he will|misdirected media purchases| 


remember to act upon the message | 
PONTIAC, MICHIGAN 


hours or days later?” 
On ad frequency, Mr. Vos said} 

—among top cities 

in Michigan! 


DETAILED INFORMATION 
ON MERCHANDISING 
AVAILABLE FOR GROCERY 


OR DRUG PRODUCTS IN 
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advertisers would do better by) 
giving up some frequency dis- 
counts to spread the message over | 
a greater number of media and by | 
|making each ad “look like a fresh | 
message.” 

“Creating loads of fresh ads) 
means more work for agencies,” 


June, as compared with other 
months in the year. 

“Magazines are being bought in 
the spring but they quite obvious- 
|ly are not being read. I would say 
|simply that springtime is a time 
lof greater activity, house painting, 
|planting, cleaning, and most par-| 
‘ticularly, spring fever. You may | 
|have your own explanation but| 
‘in any case, this I know—people| 
|don’t read magazines in the spring. | 


(Source: 7-1-58 SRDS est. of Consumer Markets) 


NET PAID 59,040 


74 OUT OF 100 PRESS HOMES TAKE NO OTHER DAILY NEWSPAPER 


~ PONTIAC PRESS 


PONTIAC * MICHIGAN a 
olaro, Mecker & Scott, New York, Philadelphiay Chicago and Detroit 


Doyle & Hawley, San Francisco and Los Angeles 
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“Glad your wife feels that way about LIFE, J.B., 
because the figures seem to back her up.” 


CIRCULATION (copies per issue—ABC June, 1958) CUMULATIVE (households reached by at least 1 of 13 issues) 

LIFE 6,041,778 LIFE 34,440,000 

POST 5,709,725 LOOK 31,350,000 

LOOK 5,623,413 POST 25,400,000 
AUDIENCE (readers per average issue—age 10 or over) “HARD CORE” (households reached by 7 or more of 13 issues) 

LIFE 32,100,000 LIFE 13,020,000 

LOOK 27,900,000 LOOK 9,050,000 

POST 21,950,000 POST 7,230,000 
HOUSEHOLDS (households reached by an average issue) ADVERTISING REVENUE (WJan.-Oct.,’58) 

LIFE 15,320,000 LIFE $98,452,811 

LOOK 11,690,000 POST $70,718,528 


POST 9,530,000 LOOK $34,263,282 


Only LIFE gives you so much...so swiftly, so surely 
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the audience 
thats getting 
younger 
every day 


McCall's now has the youngest audience of 
the three major women’s magazines—an audience 
of active homemakers with young and 

growing families to feed. 


Here are the women who make supermarkets 
their food-buying headquarters week in and 

week out because these modern, one-stop-shopping 
stores offer the convenience, quality and price 


SPONSORED BY that best fit the modern way of life. 


i 7 
MeCalls a //, If you make or sell any product displayed 


on supermarket shelves, you'll find your most 
important market among McCall’s young, 
active families—and the advertising pages of 
McCall’s your best medium for reaching 

and influencing them. 


AMONG WOMEN’S SERVICE MAGAZINE AUDIENCES— 

@ McCall's has the youngest median age. 

@ McCall's /eads in young women readers 
(20-29 years of age). And in the past four 
years McCall's has added the most 
readers in this age group. 


SOURCE: Look-Politz Surveys, 1958 and 1954. 


, e 
The magazine of Togetherness 
... circulation now 
more than §,300,000 
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